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Wm. H. Wise Co. 
Owes $1,000,000 
to 200 Creditors 


New York, Dec. 18—The pub-| 
lishing house of William H. Wise & | 
Co. owes upwards of $1,000,000 to 
about 200 creditors. 

In federal court this week, Wise 
filed a voluntary bankruptcy pe-| 
tition proposing an eventual 100% | 
settlement with its creditors. The! 
court has authorized the company 
to continue in business until fur- 
ther order. 

No schedule of debts and assets 
was filed, but it was said the com-| 
pany owes about $1,000,000 to some 
200 creditors, and that gross busi- 
ness during the past year amounted 
to $7,000,000. 


@ Next April, Wise plans to pub- 
lish “a new authorized translation 
of the Holy Bible to retail at $11 
a copy” and anticipates $2,000,000 
in orders within six months. The 
company proposed settlement in 
(Continued on Page 46) 


McCann Names Foote 
Exec V.P.; Boosts 
Four Other V.P.s 


New York, Dec. 17—Emerson 
Foote, who joined McCann-Erick- 
son in October, 1951, as a v.p., has 
been appointed 
executive v.p. 

The agency has 
also elevated four 
other v.p.s. Rob- 
ert E. Healy, v.p. 
and treasurer, has 
been named to 
the executive 
committee of the 
agency. Chester) 
A. Posey, chair-| 
man of the et 
visory committee 
on plans; John H. Tinker Jr., cre- 
ative director, and Henry Q. 
Hawes, Pacific coast manager in 
San Francisco, have all advanced 
from v.p. to senior v.p.s. 


Emerson Foote 


s Mr. Foote resigned as president 
and partner of Foote, Cone & Beld- 
ing in 1950, about two years after 
participating in the dramatic resig- 
nation of the $12,000,000 American 
Tobacco Co. account. After a va-| 
cation he joined McCann as v.p. 
and general executive. 

The new appointments, the) 
agency says, do not presage any} 
additional moves “for anything 
except te do a much better job for 
the client.” 


Judge Hints Lilly 
Will Win Its Case 
Against Schwegmann 


New Or.EANsS, Dec. 16—Federal 
District Judge J. Skelly Wright 
has taken under advisement a suit 
in which Eli Lilly & Co. seeks an 
injunction restraining Schweg- 
mann Bros. Giant Super Mar- 
kets from selling Lilly products 
below fair trade prices. 

However, he indicated what his 
decision will be. “It would be 
amiss not to say that the decision 
is foreclosed by two _ previous 
decisions cited by the Lilly at- 
torneys as being in their favor,” 
Judge Wright said. “Eventual 
comfort of the defendant must 
come from the Supreme Court.” | 

Judge Wright took the matter) 
under advisement after hearing 
lengthy arguments. 


e A temporary restraining order 
which was issued shortly after the 
filing of the suit and which re- 
strains Schwegmann from selling 
Lilly products below fair trade} 
prices will remain in effect until 
the court reaches a decision on the 
request for an injunction. 

Harry McCall Jr., attorney for} 
Lilly, told the court that the facts | 
in the case are substantially ad-| 
mitted by both sides and that the | 
main point under attack by | 
Schwegmann is the non-signer 
clause of the federal fair trade law 
which binds non-signing retailers 
to contracts signed by others. 

W. R. Hutchinson, district man- 
ager of Lilly in New Orleans, 
called to the stand by Saul Stone, | 
one of Schwegmann’s lawyers, | 

(Continued on Page 8) 


Stewart-Warner's 
Six-Month Budget 
More Than Doubled 


Cuicaco, Dec. 19—Stewart-War- 
ner Corp. will promote its televi- 
sion line in the first six months 
of 1953 with an ad budget more 
than double that used in the same 
period this year. 

The advertising plans and 12 
new television models were re- 
vealed today by the corporation’s 


art-Warner Electric, at a one-day | 


tors. 
According to E. L. Taylor, gen- 
eral sales manager, plans call for 


and Time. The consumer drive will 
start in the latter part of January, 


GLO WITH GULF—Day-Glo red is used in the arcs of this stove door and along 

the stove rim where the elderly gent has his foot, and below the rim near the bed 

of the fire. The 24-sheet, prepared for Gulf Oil Corp. by Calkins & Holden, Car- 

lock, McClinton & Smith, will be set up in all Gulf markets beginning February, 

1953. Artist Herbert Bohnert did the illustration and Strobridge Lithograph Co., 
Cincinnati, made the poster. 


Needham, Louis & Brorby Tells the 
Story Behind Johnson‘s New Glo-Coat 


Agency Also Discloses 
Its Current Billings 
Are About $22,000,000 


Cuicaco, Dec. 16—The story be- 
hind the successful introduction of 
a new Johnson wax product was 
revealed here last night. 

The product was S. C. Johnson 
& Son’s new High Gloss Glo-Coat 
wax, and the occasion was a meet- 


| ing of Chicago Tribune admen at) 


which Needham, Louis & Brorby, 
agency for Johnson, held forth. 

Johnson currently pays its agen- 
cy “about $1,000,000” a year, ac- 
cording to Maurice Needham, pres- 
ident of the agency. This would 
place the wax company’s annual 
ad expenditure at about $6,050,000, 
most of which is divided among 
newspapers, television, radio and 
magazines. 


s Members of the Needham, Louis 
& Brorby agency also revealed two 
other items of interest during the 
evening: 

1. S. C. Johnson will bring out a 
new product, Jubilee kitchen wax, 
in 1953. 

2. The agency billed $20,000,000 | 


during 1952, as compared to $15,- 
000,000 last year, and is currently 
billing at the rate of $22,000,000, or 
almost double the billing it re- 
ported in 1950. 

Johnson decided to market its 
new High Gloss wax product in 
mid-1950, when a study of the wax 
business by Elmo Roper revealed 
that housewives were not entirely 
satisfied with the self-polishing 
waxes currently available. 

First step in the program was a 
consumer study conducted among 
540 housewives in which they were 
asked to coat their kitchen floors 
half-and-half with two different 
kinds of wax. The formula chosen 
by the great majority of the par- 
ticipating housewives eventually 
became Johnson’s new High Gloss 
Glo-Coat. 


a The company selected the north- 


eastern section of the country for | 
en! 


introduction of High Gloss, 
cause that particular area offered 
(1) the largest per capita con- 
sumption of wax and (2) the stif- 
fest competition (Beacon wax). 
Johnson started consumer ad- 
vertising for High Gloss in August, 
(Continued on Page 43) 


Last Minute News Flashes 


radio and television division, Stew- ‘Parade’ Sues ‘American Weekly’ for Infringement 


| New York, Dec. 19—Parade announced today it is bringing an in-| the agency’s pres- 

convention for 160 of its distribu-| fringement suit against The American Weekly. Both supplements car-| ident. 

ried articles on Dec. 7 titled “I Led the Attack on Pearl Harbor.” Join- | 

ing Parade in the suit will be Comdr. J. K. Taussig Jr., secretary- | known 

treasurer of the U. S. Naval Institute and editor of “Naval Institute; adman left JWT 
advertising to appear in Collier’s,| proceedings,” which earlier published the Pearl Harbor attack story| once before, in 

| Life, The Saturday Evening Post by Japanese Capt. Mitsuo Fuchida. Parade said it bought exclusive| the mid-’30s, to 


rights to the Proceedings story. 


and 32 insertions will appear in a Playskool to Friend, Reiss, McGlone 


period of 22 weeks. 


New York, Dec. 19——Playskool Mfg. Co., Chicago maker of educa- that agency 16 
| tional wooden and plastic toys, has appointed Friend, Reiss, McGlone| years before returning to JWT a 


Identification 
of TV Sponsors 
Continues High 


| New York, Dec. 19—Sure, peo- 
ple like television, but do they 
remember the companies which 
| pour out more and more money to 
| bring big name entertainers in 
| unprecedented numbers into their 
| living rooms? 

Advertisers will be happy to 
hear that a high percentage of 
viewers do know who is paying 
the bill for most network tele- 
casts and associate their products 
with the shows. This is the im- 
pression one gets from the iatest 
Trendex report on sponsor identi- 
fication. Released this week to sub- 
| scribers, the report covers October 
and November and lists some 82 
'network evening programs. 


s Of this group about 36 scored 
70% or better in the correct iden- 
tification category; the average 
was approximately 65%. This puts 
TV several steps ahead of network 
radio, Trendex points out, where 
60% is an excellent (and rarely 
achieved) identification score. 

Arthur Godfrey continues to do 
the best job of imprinting his spon- 
| sor’s name on the public mind on 
| Lipton’s “Talent Scouts” (CBS- 
| TV). “Scouts” has a score of 95.2%. 
This program topped the list of 
the June and July report with 
95.7%. (Unfortunately, the red- 
head’s daytime and Wednesday 
night programs, where multi- 
sponsorship might leave viewers 
confused as to who is paying for 
what, is not included in the shows 
listed.) 


(Continued on Page 46) 


| Julian Watkins of 
JWT Becomes V.P. 


‘of Maxon in Detroit 


Detroit, Dec. 16—Julian L. Wat- 
| kins has resigned from J. Walter 
| Thompson Co. to join Maxon Inc. 
| here as v.p. and 
| creative assistant 
|}to Lou Maxon, 


The widely 


creative 


join H. B. Hum- 
phrey Co. in Bos- 
ton. He was with 


Julian Watkins 


At the same time, McCann’s Tor- & At present, only the first two) for advertising, promotion and public relations. Previously the agency | couple of years ago. He has han- 
onto office has announced three | months’ advertising is actually set, only handled public relations. A new campaign, using most media, will | dled the Florida Citrus Commis- 
appointments. Gordon Ralston, re-| Mr. Taylor said, and it is tenta-| be slanted toward promoting year-round value of toys. Irving J. Rosen- | sion account at JWT. 
cently Canadian manager of Ruth-| tively planned that the ads will! bloom Advertising, Chicago, is the previous agency. 


Swift & Co. Will Test Professional Detailing 

Cuicaco, Dec. 19—Swift & Co. has appointed Professional Detail 
nouncement copy, is to start in, Associates, Chicago, to detail its baby meats to physicians in four! He has served as a council cha‘r- 
January in Electrical Dealer, Elec- markets—Chicago, Minneapolis-St. Paul, Detroit and Kansas City. 
radio-TV department in Toronto, | trical Merchandising, New Eng-| PDA, which has been in business less than two years, offers a per- 


rauff & Ryan in Toronto, becomes | 
senior account executive. Everett 
Palmer, previously director of ra- 
dio and TV for Walsh Advertising 
Co., is now manager of McCann’s 


and Duncan MaclInnes is new man- | land Appliance & Radio News, Re- sonal call service for pharmaceutical houses (AA, Feb. 11). However, | 


range in size from pages down, all | 


b&w. 
Trade advertising, including an- 


Mr. Watkins is best known for 
his book “The 100 Greatest Adver- 
tisements,” published in 1949, and 
as a speaker on advertising copy. 


man and director of the American 
Assn. of Advertising Agencies. 
Before joining JWT in 1929 he 


ager of the media department) tailing Daily and Television Re- | this is the first time it has landed a food company as a client. Swift is| served with N. W. Ayer & Son and 
using PDA on a test basis. Previously, it had trained its own sales-| with Young & Rubicam. At Maxon 


there. He has been manager of the! 
Magazine Advertising Bureau of | 
Canada. 


tailing. 
Augmenting this program will 
(Continued on Page 4) 


men to call on doctors. 


(Additional News Flashes on Page 47) 


|he will serve as creative review 
| board chairman. 
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He'll Put Up $1,000 to $1... 


Nielsen Overrates Radio Audience, 
Says Standard Audit's Dr. Baker 


His Own Figures Show 
No AM Stations Have 
Had Big Audience Gains 


New York, Dec. 18—Sharpest 
reaction to the fincdiccs of the first 
Nielsen Coverage Service study of 
radio's circulation came this week 
from Dr. Kenneth C. Baker. 

Dr. Baker, head of Standard 
Audit & Measurement Service, has 
just completed a similar survey 
and is mailing 400 station reports 
to subscribers this week. The net- 
work report for Columbia Broad- 
casting System will be ready in 
about a month. 

Dr. Baker's reaction was 
prompted by the size of the cover- 
age increases over 1949—ranging 
all the way up to 213% for day- 
time for some stations, according 
to Nielsen data. 


es “These 100% increases just 
scare me to death,” he told re- 
porters. “I'll give you $1,000 for 
every station that has doubled its 
audience since 1949 if you'll give 

$1 for every station that has 


me 
st coverage or not increased more 
an 10%.” 


While there is a notable vari- 
@fice in the circulation picture 
ffom station to station in the same 
Péports, Dr. Baker said no station 
showed anything like double its 
1949 coverage. Most of the stations 
with improved circulation are out- 
side television areas, but even 

e outlets within range of TV 
ye bettered their standing in the 
imunity by aggressive pro- 
mming and sales, he added. 


Though Standard Audit has been | 


busy with station subscriber 
Boor: to analyze its data for 
ends and generalizations, Dr. 
Baker is certain that his data will 
Show a much less rosy picture for 


a than the Nielsen’ report 
show s 


& Dr. Baker attributes this to the 
fadt that the Nielsen figures were 
adjusted for memory loss (and 
coMpared with unadjusted 1949 
Broadcast Measurement Bureau 
figures), while Standard’s raw 
data were not. The researcher feels 
that the Nielsen treatment of the 
figures tends to give a “false pic- 


ture for radio.” 

Another factor adding a plus to 
the Nielsen figures as compared 
with the Standard Audit report, 
according to Dr. Baker, is the 
higher U. S. radio home count 
used by Nielsen. Nielsen, on the 
basis of information collected as 
a part of the coverage survey, 
showed a big jump in U. S. radio 
homes over the 1959 census fig- 
ures. Standard, using Sales Man- 
agement figures to update the cen- 
sus figures, put 1952 U. S. radio 
homes at a lower level. 


® This discrepancy between the 
two reports, with the 
Broadcasting Co. selling radio on 
the basis of Nielsen’s and CBS on 
the basis of Standard’s, probably 
will not make time buyers very 
happy. 

Asked if there were any way 
of comparing the two sets of fig- 
ures, Dr. Baker said somebody 
would have to sit down and figure 
out how to do it. 

“Nielsen could help, of course. 
He knows the amount he upped 
his data and we could raise ours 
by the same amount,” Dr. Baker 
suggested. 

Questioned about the likelihood 
of a second survey by Standard 
Audit, Dr. Baker expressed the 
opinion that the “industry won't 
sit still” for the expenditure of the 


amount of money it takes for two! 


studies of this kind. He estimated 
that the combined cost of both 
studies was $1,500,000. Standard 
Audit already has enough sub- 
scriber revenue to cover expenses, 


he said. 


® Referring to rumors of a merg- 
er of the two services several 
months ago, Dr. Baker said the 
use of the word “merger” was a 
misnomer, since “Nielsen was in- 
terested only in buying us out.” 

Agencies and advertisers may 
have the subscriber data free of 
charge, and the complete area- 
type report covering all radio sta- 
tions in the country for $2,500. 

Standard Audit’s video data— 
there are three subscribing TV 
stations—are still in the process of 
compilation. Other data still to be 
tabulated: number of radios in 
working order, car ownership, 
brand of TV set owned. 


‘Wall Street Journal’ 
Introduces Remote 
Control Typesetter 


Curcaco, Dec. 16—Beginning 
early next year, the Wall Street 
Journa! will begin using a new 
system of remote control electric 
typesetting, developed by its engi- 
neering laboratories, in its Chi- 
cago and New York offices. 

Later in 1953, the new machines, 
known as Electro-Typesetters, will 
be installed in the printing plants 
of the Dallas and San Francisco 
offices 

The machines operate in a dif- 
ferent manner than the Teletype- 
which is in general use to- 
day. The latter uses a tape in which 
coded holes are punched. This is 
fed into a Linotype or Intertype by 
another machine, to set the type. 

The Electro-Typesetter tape may 
be fed into the machine and “feeler 
pins” read the coded holes and 
send electrical impulses to the 
typesetting machine located else- 
where. The device may be attached 
to any typesetting machine and the 
machines to be operated may be 
selected by a switch on the sending 
machine. 

The Electro-Typesetter sets type 


setter 


at twice the speed of a manually, 


operated machine, and Joseph J. 
Ackell, business manager and re- 
search director of the newspaper, 
estimates that one machine could 
set type for an entire edition of 
the Wall Street Journal in 26 
hours. 


The Electro-Typesetter will en- | 


able the publication, whose four 
regional editions are substantially 
the same except for local items, to 
set all editions from one “master” 
and speed up the process of getting 
its news to readers. 


Appoints Robert W. Orr 
Aviation Engineering Corp. (Av- 
ien), Woodside, N. Y., manufac- 
turer of electronic airplane fuel 
gauges and other measuring de- 
vices, has appointed Robert W. 
Orr & Associates, New York, to 
handle its advertising. Color pages 
will be used in the aviation and 
electronics trade press plus infre- 
quent insertions of major size in 
metropolitan newspapers. The pur- 
pose is to advertise Avien prod- 
ucts and to recruit electronic and 
aeronautical engineers. 


Petersen Appointed S.M. 


Lorenz F. Petersen, formerly 


executive secretary of the Adver- 
tising Club of St. Louis, has been 
appointed sales manager of Com- 
fort Printing & Stationery Co., St. 
Louis. 


National | 
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GIFT GIMMICK—Hiram Walker Inc. has come up with an intriguing sales aid for 
liquor stores. It’s a gift marking kit that permits the customer to write or draw 
any message he wants on a bottle, in rich genuine 23-karat gold. Here Binford 


H. Sykes, Walker's assistant general sales 


“” 


“one of Walker's 


» “per 
new gallon bottles of Canadian Club, said to be in heavy demand. 


Tough ‘Marriage’ Problem Posed for FCC 


Wasuincton, Dec. 18—Forma- 
tion of Biscayne Television Corp, 
by NBC President Niles Trammell 
and the publishers of the two 
strongly competitive Miami daily | 
newspapers brings the Federal) 
Communications Commission face 


riage” case. 
The application for the proposed | 
station on Channel 7 in Miami was} 


president of the enterprise (AA, | 
Dec. 15). He will have 15% of the} 
stock. James M. Cox, v.p. of the) 
Miami Daily News (Station 
WIOD), and John S. Knight, pub-| 
lisher of the Miami Herald | 
(WQAM), are v.p.s of the new) 
company. 


a “Marriage” cases are cases in 
which the operators of competing 
radio stations file together for a) 
single TV outlet. Week before last 
FCC shunted aside “marriage” ap- | 
plications from Macon, Ga., and 
Elmira, N.Y. (AA, Dec. 8). In 
asking the applicants for further 
information, FCC said it could not 
see how they could continue to 
compete as AM broadcasters if 
they sat together in a TV board 
room. | 
In announcing the formation of | 
Biscayne Broadcasting Corp., the 
publishers of the two Miami papers | 
issued a joint statement explain-| 
withdrawing the 


ing that each w 

application his organization had 
previously filed for Miami’s Chan-| 
nel 7. They said withdrawal of | 


the competing «applications might} 
remove the necessity of protracted | 
hearings which might delay a de-| 
cision on the grant for Channel 7) 
by two or three vears. | 


| 


# FCC promptly jismissed the ap- 


| plications which the Cox and 
Knight groups !d filed for the! 
channel. With !CC’s processing | 
|line “B” likely to reach Miami 
applications wit)in the next few| 
weeks, Biscay: is currently the | 
sole applicant r the channel. 
Line “B” has 1ished Tacoma, 
which is city 173. Miami is 
No. 193. 


ommission has 
‘marriage” ap-' 
ictions on the 
cases, the com-| 
final stand but | 
ings might be) 
the applicants 
hat they will} 


effectively in | 


At present t! 
no firm policy 
plications. In 
Macon and Elm 
mission avoide; 
warned that | 
necessary unle 
can demonstrat: 
continue to com)» 


radio, | 

“The successful operation of a} 
TV station requires a close har-| 
monious relationship among the) 


owners,” FCC wrote. “We are un- 
able to determine now that such a 


reiationship would not be inimical | 
| to a significant degree to the nor-| 


in TV Application by Biscayne in Miami 


mally expected arms-length com- | 


petition in the operation of two 
AM < stations.” 


@ The Miami application has a 
new twist, however, in that Mr. 
Trammell is to serve as a balance 


to face with its most critical “mar- of power, preventing either of the) ... oh 


major stockholders from control- 
ling the station. 
At present Miami has one TV 


ami are all subject to contests. 

In filing for the channel, Bis- 
cayne Television Corp. declared 
that the newspaper and radio in- 
terests of its stockholders would 
all continue to compete vigorously 
with each other. 


$1,000,000 Slated 
for Promotion of 


Tasti-Diet Foods 


New York, Dec. 17—Flotill 
Products Inc. expects to spend 
about $1,000,000 (including co-op) 
next year on a national campaign 
for Tasti-Diet low calorie foods. 

The company will shortly an- 


nounce the appointment of Geyer | 
Advertising as its new agency. | 


Ruthrauff & Ryan previously han- 
dled the account. 

Flotill will break its first major 
consumer campaign early next 
month with 1,750-line ads in about 
90 newspapers in some 45 cities 
where Tasti-Diet is now in distri- 
bution. Succeeding insertions of 
1,000 lines will run weekly in the 
same papers for 90 days. 


s Beginning in March, the news- 
paper campaign will be supple- 
mented with participations on local 
radio and television programs. 


Split-run copy will be used in| 


several markets, plus mail order 
where distribution is incomplete. 


All copy will center on the theme | 


of losing weight while eating sweet 
foods and will feature Mrs. Tillie 
Lewis, Flotill president, telling the 
Tasti-Diet story in the first person. 

Eventually, plans call for lining 
up hotels and restaurants to fea- 
ture Tasti-Diet low calorie menus. 
The Vanderbilt Hotel here is the 
first to participate. 

The Tasti-Diet line of more 
than 30 items includes salad dress- 
ings, canned plums, peaches, fruit 
salad and packaged puddings. 
Complete national distribution is 
expected by the end of 1953. 


Miss Wilcox Boosted to A. E. 
Lee Wilcox, with the agency 
since September, has been pro- 
moted to an account executive of 
Budd Gore & Co., Chicago. 


CCA Policy Group 
Doing Groundwork 
on Combined Audit 


New York, Dec. 17—Controlled 
Circulation Audit is preparing to 
take action on auditing both paid 
and unpaid circulation of busi- 
ness publications “within the con- 
cept of controlled circulation.” 

At a meeting of the CCA board 
of directors here yesterday, Adin 
| L. Davis, managing director, was 
authorized to notify four associa- 
tions of this fact. The four are 
American Assn. of Advertising 
| Agencies; Assn. of National Ad- 
vertisers; National Business Pub- 
| lications, and National Industrial 
Advertisers Assn. All four have 
passed resolutions favoring such 
an audit, the most recent being 
| NBP (AA, Nov. 24). 


|@ The CCA auditing policies com- 

mittee, Mr. Davis told AA, has 
been instructed to prepare its 
| recommendations for auditing both 
paid and unpaid circulation of 
business publications within the 
|}concept of controlled circulation, 
and submit them to the board for 
| consideration. 

Mr. Davis intimated that it prob- 
| ably will take some time for the 
|committee to prepare its report 
{which will require special re- 
} and study. However, he 
| made it clear that CCA is prepared 

to go into the problem in detail 
| and that it will stick with it until 


filed last Thursday, shortly after | station, WTVJ, controlled by the) i+ nas found a practicable answer. 
Mr. Trammell announced that he! Wolfson theater interests. Other | 


was resigning from NBC to become v.h.f. channels available for Mi- | 


Lupton Executives 
Walsh and Sadler 
Become Part Owners 


New York, Dec. 16—Ralph Sad- 
ler and Charles E. Walsh, v.p.s of 
John Mather Lupton Co., have 
bought into the agency. The extent 
lof their holdings was not dis- 
closed, but AA was told: “It is a 
substantial amount, but Mr. Lup- 
ton retains majority control.” 

Mr. Sadler, 58, copy chief and 


Charles Walsh 


Ralph Sadler 


account executive, has been with 
the Lupton organization since 
about six months after the agency 
was started in 1944. He had previ- 
ously been in sales and newspaper 
work. He has been a director of 
the agency for several years. 


@ Mr. Walsh, 31, also becomes a 
director. An electrical engineer, he 
joined the Lupton organization six 
| years ago. Before that he had been 
science editor of the Book of 
Knowledge, published by the Gro- 
| lier Society. He has worked in most 
phases of the agency, including 
copy, production, accounting and 
account handling, and is now busi- 
ness Manager and account execu- 
tive. 

Mr. Lupton, who started the 
agency without any accounts and 
with only $250 capital, said that it 
is now billing over $1,000,000, 
principally in industrial and com- 
mercial accounts. It is an inte- 
grated operation, he said, with only 
about one-third of its billing in 
space and the remainder in sup- 
plementary work, including a news 
bureau, technical literature, sales 
promotion and visual selling. 

The agency also operates an af- 
filiate market research business, 
Public Attitudes Corp., started 
' about a year ago. 
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Networks Argue 


Right to Have 
Giveaway Shows 


New York, Dec. 15-—-Within a 
month, two months or perhaps 
much longer—there is no way of 
telling—the three-man court which 
heard arguments here today in 
the networks’ suit to “enjoin, set 
aside and annul” the proposed 
Federal Communications Commis- 
sion ban on giveaway programs 
will hand down a decision | 

Regardless of the verdict of the 
U. S. district court, the loser can 
—and usually does in a matter of 
this nature—take the case to the! 
Supreme Court. An appeal can be 
made directly from this court. | 

Though the proposed FCC rules 
are being fought by 


casting System and _ National 
Broadcasting Co., the networks 
now have few programs which 
would be affected by the order. 
The phone gimmick shows, which 
keep the listener home in the hope 
that he will be called and given 
an opportunity to win a prize or 
some money, have become local op- 
erations by and large. The FCC 
rules brand giveaways as lotteries. 


s The ban, directed against pro- 
grams which seek to “buy” listen- 
ers by offering prizes and money 
to the home audience, was to have 
been effective Oct. 1, 1949. It was 
stayed by a temporary restraining 
order. After the networks secured 
the temporary injunction, the FCC 
announced that it would postpone 
the effective date of its proposed 
rules unti! 30 days after the final 
court decision on the matter. 

Today’s arguments before Cir- 
cuit Judge Charles E. Clark and 
District Judges Vincent L. Leibell 
and Edward Weinfeld took less 
than three hours. The time limita- 
tion, to which the lawyers raised 
no objections, was suggested by 
Judge Clark, who pointed out that 
their briefs covered most of the 
aspects of the case. 


s Most impassioned pleader for 
the broadcasters was Paul Wil- 
liams of Cahill, Gordon, Zachry & 
Reindel, representing NBC, who 


American | 
Broadcasting Co., Columbia Broad- 


christmas gifts 
no one ever 
exchanges 


' 


' 


SHOPPING HINT—Consolidated Tobacco | 
Co., Chicago wholesale distributor, ran 
this page in the Chicago Daily News, di- 
| recting Christmas shoppers to their tobacco 
dealers for a variety of gifts. Lawrence S. 
Stern is the agency for Consolidated. 


TV set has a built-in censor,” a 
knob the listener can turn off or | 
to something else when he doesn’t 
like a show. 

But “the young people never 
seem to know the knob is there,” | 
Judge Clark interjected. 


® As in their briefs, the network 
counsel disagreed with the com- 
mission’s definition of the word, 
“lottery.” 

Benedict P. Cottone, general 
counsel of the FCC, presented the 
arguments of the commission and 
its co-defendant, the Department | 
of Justice. He denied that enact- 
ment of the rules would consti-| 
tute censorship, stating that if the) 
FCC did not exercise its power to 
deny a license to a licensee who 
violated a criminal statute, the 
commission was aiding and abet- 
ting the violator. 

Answering a question from the 
court, Mr. Cottone said he didn’t 
want to leave the impression that 
the studio audience giveaway show 
might not also constitute a lottery. 

He added that these programs 
“weren’t considered.” 

When Judge Leibell asked Mr. | 
Cottone why he excluded studio 
giveaways which required the 
“consideration” of a trip to the 
studio, “sometimes on a stormy 
night,” the clearest answer came 
not from the commission counsel, 


| 


stressed the constitutional aspects 
of the case. He charged that this 
was the first attempt on the part 
of the FCC to enter a field specifi- | 
cally forbidden to it by Congress 
—namely, the censorship of pro-| 
grams. He contended that such! 
censorship of programs, against 
which there had been no public 
outcry, would deprive stations of | 
one of their basic rights—freedom | 
of speech. 
Mr. Williams, as well as counsel 
for other networks, stressed the 
fact that the proposed rules were 
adopted by a “half-constituted 
commission.” Three of the seven 
commissioners voted for the rules, 
three were absent and one dis- 
sented. 
Max Freund of Rosenman, Gold- 
mark, Colin & Kaye, representing 
CBS, contended that there had 
been no finding by the FCC or 
anybody else that giveaway shows 
are “intrinsically evil or have 
some harmful effect on the pub- 
lic.” He said, “Congress has no 
power to define a lottery to en- 
compass innocent programs.” 


s George B. Turner of Cravath, 
Swaine & Moore, representing 
ABC, pointing out that the FCC 
is concerned because people lis- 
ten to prize programs when their 
time might be more profitably 
spent, described this as an effort 
to exert social control. 

He said such concern was un- 
called for since “every radio and 


| suggested: 


but from Judge Weinfeld, who 


“It probably wasn’t the strongest 
case he had.” 


Chicago Business 
Paper Reps Honor 
Clissold, ABP Head 


Curicaco, Dec. 16—Yesterday was 
Paul Clissold Day at the luncheon 
meeting of the Dotted Line Club, 
which used its Christmas party as 
an occasion to salute the chairman 
of the Associated Business Publi- 
cations, who is also the head of 
Clissold Publishing Co., Chicago. 

W. K. Beard Jr., president of the 
ABP, with which the Dotted Line 
Club is affiliated, was also present, 
and made a slide film presentation 
of the various services which the 
ABP offers to advertisers and 
agencies. 

Carl Coash, McGraw-Hill Pub- | 
lishing Co., is president of the Chi- | 
cago Dotted Line Club. 


Auto Parts Makers 
and Wholesalers to 
Spend $15,000,000 


ATLantTic City, Dec. 16—Whole- 
salers and manufacturers of auto- 
motive replacement parts. will 


spend more than $15,000,000 on ad- | 


vertising during 1953. 

This prediction came from Don 
H. Teetor, junior v.p. of the Na- 
tional Standard Parts Assn. and 
chairman of the Automotive Serv- 
ice Industries Show, which at- 
tracted approximately 18,000 in- 
dustry representatives last week. 

Mr. Teetor based his estimate 
on a survey conducted last month 
and said that the figure does not 
include advertising expenditures 
by the nation’s 380,000 parts and 
accessories retailers. 


@ The returns showed that a large 
percentage of the manufacturers’ 
and wholesalers’ ad investment 
will go into trade publications, Mr. 
Teetor said, but magazines, radio, 
TV, newspapers, and direct mail 
will each receive substantial 
shares. He added that a complete 
media breakdown could not be 


| made on the basis of the Novem- 


ber survey. 

The automotive after-market, 
Mr. Teetor pointed out, has grown 
into a major industry that includes 
hundreds of manufacturers and 
more than 10,000 wholesalers. 

The three industry associations 


|sponsoring the show were the 


NSPA, Motor & Equipment Manu- 
facturers Assn. and the Motor & 


| Equipment Wholesalers Assn. 


Top ‘Cosmo’ Prize 


Goes to Sergeant's 


Wife: BBDO Writer 


New York, Dec, 16—‘So nice to 
come home to.” 


That’s what Sgt. Allan L. Reagan 
is likely to say to 
his wife, Robin 
Stahl Reagan, 
copywriter for 
Batten, Barton, 

Durstine & Os- 

born, when he 

greets her, fresh 

from Korea, and 

when he gets a 

look at their new : 
Cadillac convert- 
ible. 

Robin, who was 
married to Allan 10 days before 
he took off for Korea 17 months 
ago, has just been named first 
grand prize winner in the Cosmo- 
Quiz contest. 

Runner-up to Robin was Glee 
A. Duff, public relations manager 
of Scott Paper Co., Chester, Pa., 
who must console himself with 
a two-week Bermuda vacation for 
two, offered as second prize. 


Robin Reagan 


® Frank R. Babcock, account rep- 
resentative for J. Walter Thomp- 
son Co.’s Chicago office, won third 
place and a 21” Admiral console 
TV-radio-phonograph combina- 
tion. 

All told, 3,147 entries were re- 
ceived by Cosmopolitan, which is 
tickled with “this Cinderella-like 
conclusion” to its prize contest. 
Mrs. Reagan’s husband will short- 
ly be free to tool the new Caddy 
all around town, since he’s up for 
discharge after a two-year stint 


with the Army. Before he was) 


|tapped by Uncle Sam he was in! 


W. P. Fuller Promotes Two 


W. P. Fuller & Co., San Fran- 
cisco manufacturer of paints, glass 
and wallpaper, has promoted L. H. 
Markwood to manager of its new 
consumer sales division. Palmer 
Field has been promoted to man- 
ager of the advertising and sales 
promotion department. Mr. Mark- 
wood was advertising manager, 
while Mr. Field was assistant ad- 
vertising manager. 


BBDO’s production department. 

Selection of the grand prize win- 
ners was made from nine con- 
testants who won the top three 
prizes in each of three monthly 
contests run by the magazine. Fi- 
nal selections were made on the 
basis of a 25-word statement sub- 
mitted with answers to quiz ques- 
tions. Mrs. Reagan had won second 
prize in the August contest. 


AGAIN IN ‘52—One of the most talked-about subjects used in the Genesee Brew- 

ing Co.'s outdoor series in 1951 was this husband-wife-mistletoe art. So the Rochester 

brewer is repeating it this December on 410 New York state boards. Rogers & 
Porter Advertising is the agency. 


Changes Offer 
Advantages to 
Admen: Ludgin 


ATLANTA, Dec. 16—Change is the 
advertising man’s boon and his 
bane, according to Earle Ludgin, 
president of Earle Ludgin & Co., 
Chicago. 

Mr. Ludgin told a meeting of the 
Southeast chapter, American Assn. 
of Advertising Agencies: “Change 
is our opportunity when it moves 
toward us, our challenge when it 
moves away. But the first essen- 
tial is to recognize that we are at 
work in a world which is restless, 
shifting, fluid. And always expect 
the unexpected, because change is 
constant.” 


For an adman, this means anti-| 


cipating changes and countering 


them when they go against his cli- | 
ent’s interest, Mr. Ludgin added, | 


as well as capitalizing on new 


trends wherever possible. 


® Another set of changes, he said, | 


may be caused by new products 
entering established fields. 

“I would prefer to introduce a 
new product than maintain an old 
one,” Mr. Ludgin declared. “There 
are headaches of every sort in 
fighting your way onto the deal- 
ers’ shelves, getting your listings in 
chain stores or syndicate stores— 
but if you’ve got a good new prod- 
uct, a better product, the job is 
easier than* maintaining an old 
one.” 

If it is a problem of maintaining 
an old product, Mr. Ludgin said, 
the agency man can only hope 
“hope that the engineering divi- 
sion or the product development 
departments are active, resource- 
ful, and listened to by manage- 
ment. Hope that they are smarter 


than your competitor’s engineering | 


and development staff. And hope 
that they can give the product a 
new face, new properties, new 
claims, so you can keep your sell- 
ing story fresh.” 


® Lacking any of these helps, Mr. 


Ludgin said, it’s still up to the} 


agency man to keep the selling 


story fresh. “Make it above all 
else sound successful, for the 
American consumer, changeable 


though he is, is captured by suc-| 


cess. He wants to ride a winner.” 

In any event, Mr. Ludgin said, 
the adman must remember that 
“breakfast foods, coffee, tooth- 
paste, and other articles of daily 
living and frequent purchase are 
... Subject to change without no- 
tice.” 

The southern advertisers also 
heard Leyton Carter Jr., director 
of television research for Gallup 
& Robinson, Princeton, N. J., give 
some tips on TV commercials. 


@ Selling messages register best 
with TV audiences when brand 
superiority is demonstrafed and 
translated into consumer benefits, 
Mr. Carter said. This type of com- 
mercial pulls one-third better than 
(Continued on Page 44) 


Bayne Predicts 75% 
Sales Increase for 
Lincolns Next Year 


Detroit, Dec. 16—After only one 
week on the market, the ’53 Lin- 
coln Cosmopolitans and Capris 
are expected to end up the year 
with a 75% sales increase. 

This enthusiastic prediction came 
from Joseph E. Bayne, general 
sales manager of the Lincoln-Mer- 
cury division, Ford Motor Co., 
after a look at the first week’s sales 
reports. 

Many dealers reported a com- 
plete sell-out of floor stocks the 
first day the models were intros 
duced, Mr. Bayne said. One deal 
delivered 18 Lincolns and accept 
orders for 42 more on the ans 
nouncement day, Dec. 2. : 


? 

i 
s “Based on the first week's ens 
thusiastic response by the publi¢ 
to our 1953 cars, and dependen 
of course, on our ability to od 


tain materials to build them, ne 
year should be the best in the 31 
year history of the Lincoln car,” 
Mr. Bayne said. . 
A special feature of we 59 
Lincoln is a powered front sea 
| which can be regulated for heigh 
as well as distance from the whee 
This is being offered as optiona 
equipment, but Mr. Bayne predic 
that it may be requested by virtu 
ally 100% of Lincoln purchasers 


Vernell’s Candies 


Plans 2nd National 


‘Promotion for 1953 
SEATTLE, Dec. 16—Vernell’s Fine 


Candies Inc., which bowed as a 
national advertiser last spring 
| (AA, March 31), has scheduled its 
}second national promotion on a 
substantially larger scale. 
Advertising for Vernell butter- 
mints during the first half of 1953 
will appear in Better Living, Fam- 
}ily Circle, Good Housekeeping, 
Life, McCall's, Parents’ Magazine, 
|The Saturday Evening Post and 
Woman's Day. 
| Grocery trade publications will 
also be used in the campaign, which 
is designed to help increase distri- 
| bution. The company is planning 
| to test radio in the San Francisco 
| area with an eye toward using the 
| medium nationally. 
| All copy, prepared by Martin & 
& Tuttle, will stress the quality of 
the ingredients used in Vernell’s 
buttermints with the slogan “But- 
ter makes the difference.” 


et LL 


Promotes Miss Rudd to V.P. 


Diamond-Barnett, New York, 
has promoted Roma Rudd to a 
v.p. Miss Rudd has been agency 
copy chief. She operated her own 
agency for ten years, and has had 
extensive retail advertising ex- 
perience. 


Appoints Jean G. Lalonde 

Jean G. Lalonde has been ap- 
pointed radio and television di- 
rector at the Toronto office 
of Stewart-Bo w man-Macpherson. 
Mr. Lalonde has had 20 years’ 
experience as an announcer, pro- 
ducer and performer. 
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Crane Co. Sets Up 
New Marketing Unit 


Cuicaco, Dec. 16—Crane Co., 
maker of plumbing fixtures, has 
set up a market research division 


to assist dealers in their selling | 


programs and to 
help management 
in the seiection of 
new products. 
The division will 
coordinate mar- 
ket research ac- 
tivities now car- 
ried on by differ- 
ent departments. 

Director of the 
new division will 
be Fred C. Akers, 
formerly assist- 
ant to the v.p. in charge of indus- 
trial sales. Mr. Akers joined the 
company in 1940 as a member of 
the sales division and later became 
manager of the statistical depart- 
ment. 

John L. Holloway, president of 
Crane, said the new division will 


Fred Akers 


| study all methods and problems} 


of distribution, including consumer 


acceptance, sales and servicing of | 


present or proposed products of | 
Crane Co. and its subsidiaries. 


‘Milk Plant Monthly’ Sold 
to Kansas City Publisher 

Milk Plant Monthly, Chicago, | 
has been purchased from Maude} 
and Pearl Weeks, who have op-| 
erated the publication for more} 
than 40 years, by Merchandising | 
Publications Inc., a new organiza- 
tion whose officers are also offi-| 
cers of Financial Publications Inc., | 
Kansas City publisher. 

Officers of Merchandising Pub-| 
lications Inc. are Henry Boden- 
deick, president; Mike Michael,| 
v.p.; Lloyd Riggs, treasurer, and | 
Harry Bouck, secretary. Financial | 
Publications Inc. publishes Bank 
News, The Insurance Magazine 
(two monthly editions), and Mid- 
Continent Bottler, a publication for | 
the soft drink trade. Plans call for 
the continued publication of Milk 
'Plant Monthly in Chicago. The 
magazine’s present personnel will 
be retained. 


|to a new 


Stewart-Warner’s 
Six-Month Budget 


‘More Than Doubled © 


| 


(Continued from Page 1) 

be local newspaper and radio pro- 
motions through cooperative deal- 
er-distributor tie-in advertising. 
O’Grady-Andersen-Gray is the 
agency. 

Primary merchandising empha- 
in the campaign will be geared 
“unitized” chassis. The 
chassis features a “unitized circuit 
design” which is expected to pro- 
vide simplicity of servicing and 
more power. 

All the models shown have 21” 
tubes and five have UHF recep- 
tion. Prices range from $199.95 for 
a table model to $439.95 for a blond 
console. 

According to the company, the 


sis 


| $199.95 price is a new low for one 


of its 21” models (the previous low 
was $269.95), but other than this 
revision the remaining prices are 


| comparable to this year’s. 


er 
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Needham, Louis & Brorby reveals how much it is billing right now— 
$22,000,000 annually—and tells the story behind the introduction of 
a new Johnson wax product 

| A new Trendex report shows that sponsor identification is much high- 

| er on television than radio Page 1 

| The ubiquitous intramural hassle over the size of the radio audience is 

going full blast. Dr. Kenneth Baker now accuses Nielsen of padding 


Pe eee its CLeeed paehecwa wns Gand oc eae ae Mei Page 2 
Tasti-Diet foods will get $1,000,000 worth of promotion in ’53...Page 2 
U.S. District Court completes arguments on giveaway shows ...Page 3 


Earle Ludgin describes advertising as the art of anticipating changes 
on 
| Spurred by heavy advertising, toy sales are expected to break all previ- 
| ous records this year Page 16 
|Stephen J. Spingarn of the Federal Trade Commission explains the 
background of the FTC suit vs. Liggett & Myers 
Jim Woolf says the current Jayson shirt ads leave him “cold as a 
welldigger’s ‘piggies’ ” Page 25 
Direct mail promotion of magazines is raked over the coals at ABP 
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Appoints Burt M. Harris | Starts Campaign for Travel 
Western Television Productions,| Comes Travel Service and Trop- 
new Denver organization to pre-j| ical Tours is beginning an ad pro- 
pare and sell packaged programs, motion in the U. S., which will be 
and consultation, live and film/tied in with the campaigns of 


commercials, has appointed Burt 
M. Harris head of the production 
department. Mr. Harris formerly 
was producer and director for 


Lininger Travel Service, Tucson. 
The drive will use radio spots 
mostly. The advertising is being 
handled by..Amy Travel Produc- 


: remember. Z 


ONE MILLION PEOPLE with a buying 


income of $1, 


500,000,000 live in Iowa's 


central 52 counties. 


THE DES MOINES DAILY REGISTER 
and TRIBUNE reaches 71% of these 


households... minimum coverage 40%. 


Des Moines (Polk County) 97% coverage 


additional 51 counties 63% coverage. 


This is an “A’ 


’ schedule newspaper in 


a BIG, MUST MARKET. 


ABC Circulation March 31, 1952: 37 


58 


WDTYV, Pittsburgh. tions, Tucson. 


“This is the size we make for the 
Growing Greensboro Market!" 


IT’S A SWEET SALES SET-UP in the 12-County Growing 
Greensboro Market—where 1/6 of the 4-million people in the 
South’s Leading State buy 1/5 of all the food and general 
merchandise sold in North Carolina! . .. Total retail sales 
exceeding $420-million is your potential in the Growing 
Greensboro Market ... To get your share of this business 
bonanza, better put to work the 100,000 daily circulation of 
the GREENSBORO NEWS & RECORD... 


Only medium with dominant coverage in the Greensboro 12-County 
ABC Market, with selling influence in over half of North Carolina! 


SALES MANAGEMENT FIGURES 


Greensboro — 


News and Record 


GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. 
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Big Calitornia Wholesale Grocers Combine 


16-Smart & 
Final Co. has purchased Haas, Bar- 
uch & Co., combining the only two 


Los ANGELES, Dec. 


wholesale grocery operations in 
Southern California 

The combination will have an 
annual sales volume of approxi- 
mately $106,000,000, according to 
Arthur W. Lutz, president of Smart 
& Final. It covers a territory ex- 
tending from Fresno to the Mexi- 
can border and including the area 
around Phoenix, Tucson and Las 
Vegas, Nev 

The new company wil! operate 
95 cash-and-carry wholesale 
branches with 130 salesmen, in- 
cluding the Haas, Baruch sales 


staff. Its 150 delivery trucks will 
service 16,000 retail groceries and 
approximately 20,000 cafes, lunch 
counters and institutions 


@ Smart & Final will continue to 
handle the Iris and Quail brands 
carried by Haas, Baruch, as well as 
its own Fancy and Table Queen 
lines. Mr. Lutz said that advertis- 
ing plans for these lines are incom- 
plete but that it is possible the 
combination will set up an ex- 
panded ad program next year 
The Iris brand has been adver- 
tised fairly extensively in this 
area, but Smart & Final promotion 
has been intermittent, largely be- 


LIBEL 
SLANDER 
HAZARD 


ADVERTISERS © AGENCIES © CLIENTS 
are all exposed daily to claims for LIBEL 
SLANDER, Invasion of Privacy, Viola 
tron of copyright 
INSURE THIS HAZARD! 
Our unique policy 1s adequate and 
amazingly inexpensive. Experience 


WRITE FOR DETAIL 
AND RATES 


EMPLOYERS 
REINSURANCE 


CORPORATION 


Insurance Exchange 
Kansas City Mo 


cause of scattered distribution. 
This situation, Mr. Lutz said, has 
been remedied by the purchase of 
Haas, Baruch. 


Appoints Jack W. O'Neill 

C. A. Dunham Co., Chicago man- 
ufacturer of heating systems and 
equipment, has appointed Jack W. 
O'Neill advertising manager. Mr. 
O'Neill formerly was assistant to 
the advertising manager of Skil 
Corp. He will carry out his new 
duties under the direction of W. S. 
Browning, Dunham sales man- 
ager. 


Names James Matthews 

James Matthews, formerly cre- 
ative manager for James Fisher 
Co., Toronto agency, has joined 
Muter, Culiner, Frankfurter & 
Gould, Toronto, as creative man- 
ager. 


Promotes Edward Stein 

Hunting & Fishing, Chicago, has 
promoted Edward Stein to the ad- 
vertising and merchandising staff. 
Mr. Stein has been in the pro- 
duction department. 


Bauer & Black Adds 
TV Show and Boosts 
Over-All ‘53 Budget 


Cuicaco, Dec. 16—Bauer & 
Black, which attributes the suc- 
cessful promotion of its Curad 
plastic bandages this year to tele- 
vision, will take over sponsorship 
of the TV show, “Twenty Ques- 
tions,” on Friday, Jan. 2. It will 
feature the Curad product on this 
show as well as other Curity items. 
“Twenty Questions” telecasts 10- 
10:30 p.m., EST, over the DuMont 
Television Network. | 

The TV that Bauer & Black has 
been using, besides numerous spots, 
includes “Cavalcade of Stars” 
(DuMont), “Howdy Doody” and 
“Today” (both NBC) and “Super 
Circus” (ABC). 

The 1953 over-all ad program 
for Curad will be stepped up and 
the present schedule of full pages | 
in Life and Look will be amit, 


@ The company’s elastic supports 


ee 


EDWARD LAMB 
president 


US. Gower Devrsert Atos 
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THE ERIC DISPATCH 


CANORING OF MTUE 
~ CHUY NUN 


COLUMBUS OHIO 


Edward 


Nofi , 


Our Meth... 


“WE SERVE the MARKET 
WE SELL the PEOPLE” 


It is our firm policy to give the people the utmost 
in local and public service programming, to 
further the progress of the community, and at all 
times the very best in commercial shows. To the 
advertiser we guarantee merchandising assist- 
ance plus and complete cooperation. 


THE ERIE DISPATCH 


ICU vw 


[: ENTERPRISES 


New York Office—Hotel Borclay —Home Office—500 Security Bldg 


to, Ohio 


WTOD 


1000 WATTS 
TOLEDO, OHIO 


INC. 
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REALISM—Baver & Black is incorporating 
some authenticity in its 1953 point of sale 
material with this display which features 
a 14” tall shadow box with nurse, doctor 
and patient dolls in a hospital room. The 
shadow box is separate and can be in- 
corporated in any window or counter dis- 
play. leo Burnett Co. is the agency. 


will receive increased promotion 
and its elastic stockings will be 
pushed in large space ads running 
in Family Circle, Farm Journal, 
Household, McCall’s, National 
News of American Legion Auzil- 
iary, Parade, Parents’ Magazine, 
Royal Neighbor and Woman’s Day. 
Bracer supporter belts schedules 
have been increased and ads will 
appear in American Legion Mag- 
azine, Dell Men’s Group, Outdoor 
Life and True. 

A heavy schedule in medical 
publications is planned.* 

The program will be backed up 
by a series of merchandising pro- 
grams and point of sale material, 
including an unusual! doll hospital 
display for its Curity first aid 
products. This display includes a 
reproduction of a hospital sick 
room in a three-dimensional box 
with dolls dressed up as doctor, 
nurse and patient. 

Leo Burnett Co. is the agency. 


Mrs. Roach Joins Scott 


Mrs. Ruth Robinson Roach has 
been named a v.p. of Peter T. Scott 
Associates, Kansas City, Mo., 
agency. She formerly was asso- 
ciated with her husband, the late 
Arno L. Roach, in Roach-Fowler 
Co., publisher of World Book En- 
cyclopedia, as v.p. The agency has 
moved to 4028 Broadway. 


eee maar 
Carboloy Names St. Thomas 


Carboloy department, General 
Electric Co., Detroit, has ap- 
pointed Charles E. St. Thomas 


manager of its new news bureau. 
Mr. St. Thomas formerly was pub- 
lic information officer at Eastern 
Air Defense Force headquarters, 
Newburgh, N. Y. 


New invention, Strechtype* is the 
answer to 17s" column headache. 


One 95 STRECHTYPE™ FREE 


The 8x10" size or $5 credit on more ex- 
pensive photos. STRECHTYPE’ saves 
you time and money by reproportion- 
ing complete ads, proofs of type, art 
or photos in one or more colors. Original 
copy of any size to 12 x 16" can be 
Strechtyped* to any other size, 1.e., 
2'4x9" can be Strechtyped® to 1%x9" or 
2'2x11" or any other size you want. 


Repr 

WHOO— Orlando, Fla. —Avery-Knodel, Inc. 
WIKK—Erie, Pa. —H-R Co. 

, Ohio (Massillon, Akron, Canton)—now 


This free offer is good for 30 days, 
and celebrates the granting of Patent 
No. 2607268 covering the Strechtype* 
process. 24 hour service. Free circular 

@trade mark 

FRED H BARTZ. President 
HARRY BAIRD CORP. Advertising Typographers 
18 West Kinzie Street Chicago 10, WWlinois 


DISPATCH, Erie, Pa. —Reynolds-Fitzgerald, Inc, 
WTOD—Toledo, O.—-Headley-Reed Co. 


onstruction 


WICU-TV—Erie, Pa. —Heodley-Reed Co. 
WTVN.-TV—Columbus, O.—Headley-Reed Co. 
WMAC.-TV, Massill 
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Compare Scrooge’s . . . 


acct ttt at LEI LIIOR I 


LMR ESE 


the typical Holiday family! , 
Unlike Scrooge aes , Holiday families are the kind of people who enjoy living and pay giving. They're 
not only top-income people. They're active people, [a ars people who buy the finest products and services. 


ee 
xem hs No wonder advertisers placed more ad dollars in Holiday during 1952 than ever before! 


HOLIDAY. . . means pleasure and pleasure means business! 
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Judge Hints Lilly 
Will Win Its Case 
Against Schwegmann 


(Continued from Page 1) 
said he did not know of his own 
knowledge if Lilly prices are the 
same throughout the U. S. 

Walton M. Wheelers Jr., Indian- 
apolis, Ind., secretary and general 
counsel of Lilly, said that Lilly 
maintains fair trade prices in all 


Derus Associates 


THE LEADER IN RAPID PRO. 
DUCTION AND EFFECTIVE 
DISTRIBUTION OF RADIO RE- 
LEASES AND NEWS MATS. 


Home Office 
420 North Michigan Avenue 
Chicago 11 


states where fair trade laws are 
on the books and that the prices 
are established in the same way, 
except for freight and local taxes. 

Mr. McCall objected to this line 
of questioning, but Mr. Stone ar- 
gued that the testimony was proper 
because it is intended to argue that 
Congress has given certain powers 
to the states in contravention of 
law. Mr. Stone contended also that 
the purpose of the testimony was 
to show that “the scheme in this 
case is a nationwide scheme and 
highly integrated.” 


8 John Schwegmann Jr., operating 
partner of the defendant company, 
was asked to explain his business 
methods and how fair trade inter- 
feres with his doing business. 
He said: “My policy is to find 
the cost of an item, including any 
hidden discounts, and arrive at an 
actual cost. We know the cost of 
doing business. We know the cost 
of selling that particular article 
and we know how much profit we 
want to make. Add those things 
together and we find out what 


price we want to charge.” 


He testified that the two mar- 
kets operated by the defendant 
have no “loss leaders” and that he 
is familiar with the Louisiana law 
prohibiting “loss leader selling.” 

Regarding drug products, Mr. 
Schwegmann said, “The markup 
in drugs is so high that you 
wouldn't believe one man would 


charge another man such a price.” | 
He said he is making money in| 


his drug department and that the 
same poiicy on 
lowed in that department as in 
others in his stores. 

He said that none of the thou- 


sands of fair trade items at the} 


Air-Line Hwy. store are sold at 
or above fair trade prices. 
added that only the Lilly products 


are sold at fair trade prices be-| 


cause of the restraining order in 
effect. 


markups is fol-| 


He} 


| with the independents is that they 
are not conducting their business 
right. They think that they have 
to have high prices to offset their 
troubles.” 

Mr. McCall argued that the 
Louisiana fair trade law sets cer- 
tain requirements and the Lilly 
products meet those requirements. 

He added that in the Calvert 
case, which Schwegmann took to 
'the Supreme Court, the court 
ruled that the non-signer provi- 
sions were in conflict with the 
anti-trust laws. Mr. McCall as- 
serted that the McGuire Act, sub- 
sequently enacted, corrected that 
and provided that non-signer 


violating the anti-trust laws. 
John Minor Wisdom, another 


Schwegmann attorney, argued that | 


the McGuire Act is an improper 
| delegation of legislative power to 
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clauses can be enforced without) 


Dreyfus Extols 
Speculation in 
Newspaper Copy 


New York, Dec. 18—Half-page 
institutional advertisements calling 
for “review of capital gains tax 
and credit regulations with an eye 
to fostering speculation that is 
healthy and constructive” broke 
today in three metropolitan news- 
papers over the signature of Drey- 
|fus & Co., stock broker. 

The ads are notable in that, for 
the first time in many years, a 
| stock broker has used the word 
“speculation” in a public state- 
ment. 
| The ads which appeared today 


= After Mr. Stone's questioning, | individual citizens and that it pro- jin the New York Herald Tribune. 


Mr. Schwegmann asked to be heard | vides no standards or safeguards. | World-Telegram 


further and he told the court: 

“I am satisfied that we will con- 
tinue to make money. Others can 
make money, too. The trouble 


| He said the state has no authority 
to regulate a phase of interstate 

commerce which is national in na- 
| ture. 
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Cleveland Pres 
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CUYAHOGA COUNTY 


has more Retail Sales Volume 
than any one of 20 Entire States* 


7 out of 10 families read The Press 


The Press is the homegoing newspape:. 


on hand when buying is being discussed by ‘he family or 


in these homes every day. Results are both quick and 
certain when you advertise in the paper that so many 
people live with, believe in, and buy from-every day. 


The Cleveland 


(Greater Cleveland ) 


Qe newspaper clminates this great market — 


It is always 


planned by the housewife. It is truly a port of the family 


*Sales Management for year 1951. 


& Sun, Wall 
| Street Journal and Times, were 


~. one * én 


“ 


| America’s first speculator... 
! 
} 


DREYFUS «CO. 


ores 


written by Jack J. Dreyfus Jr., 
senior partner of the New York 
Stock Exchange house, in collabor- 
ation with his advertising agency, 
Doyle Dane Bernbach Inc. 


a “When we consider how essen- 
tial speculation has been in our 
country’s history it seems odd that 
speculation today is in such ill re- 
pute,” the ad says. It then develops 
the theme that “our whole econ- 
|omy has been based on the free- 
dom of the individual to take risks 
—with the right to gain and the 
| right to lose.” 
| It points out that General Mo- 
| tors, U. S. Steel, Woolworth and 
| AT&T “and all the other fine in- 
|vestments of today were pretty 
jrisky business propositions when 
| they started. Today’s speculations 
are needed to open the new fields 
and great businesses of tomorrow.” 
The ad is a one time shot. If pub- 
| lie reaction warrants it, AA was 
| told, the theme may be developed 
|into a series. 
Dreyfus & Co. has been a con- 
| 
| 


sistent advertiser (AA, Feb. 26, 
51). Its cartoon-type ads last 
year won the Advertising in Ac- 
tion award sponsored by Standard 
& Poor’s Corp. for the best finan- 
cial advertising of the year. 


Appoints Smith & Bull 

Plastite Screen Co., maker of a 
|new plastic screening for homes, 
has appointed Smith & Bull, Holly- 
wood, to handle its advertising 
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Americans 


spend more lei half their time and 


billions of dollars using Institutions Services 


Americans away from home—at work in of- 
fices and factories, at school or college, travel- 
ing for business or pleasure, in hospitals or 
sanitariums, in restaurants and industrial caf- 
eterias, in the armed forces, at large public 
gatherings — create the tremendous mass 


feeding, mass housing institutions market. 


MAGATINE 


They spend over half their time and billions 


of dollars in using institutions services. 


Institutions are restaurants, hotels, hospitals, 
schools, clubs, colleges, transportation sys- 
tems, office buildings, youth service organiza- 
tions, industrial plants, public auditoriums, 
government buildings, the armed services— 
all with common problems and interests in 


public service. 


The annual income of institutions is more 
than 40 billion dollars; annual food sales ex- 
ceed 14 billions and annual expenditures for 
construction, maintenance and furnishings 


are over 9 billions. 


If you manufacture a product that can be 
used in mass feeding or mass housing, you 
should be selling the institutions market— 


BIG, fast growing, easy-to-reach. 


Get All the Facts About Institutions Now 


If you would like to have the exact picture of the possibilities for your product 


in the 


institutions market, write direct to INSTITUTIONS Publications or . . . 


Consult Your Advertising Agency 
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Serving those who provide jes hand housing for millions 
1801 Prairie Avenue | 
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By now you've probably heard food people report: 
*“EVERYWOMAN’S” sales in March and October are the 
most successful ever sponsored by any magazine.”’ 

These sales are successful because they’re different. And 


5 here’s why: 


[1] WHY ARE THEY DIFFERENT? 


They are localized. These sales, although initiated by EVERYWOMAN’S, are planned 


and executed by the chains themselves to fit local conditions. Because they are chain 


Ce ad alee 


directed, products are priced right, given full advertising support in local media, and 

provided with special in-store display . . . all in line with local selling methods. 
Furthermore, the emphasis is always on the products themselves, not on the 

magazine. That's why a share in an EVERYWOMAN'S promotion is the greatest 


selling effort at the point-of-sale your product can get. 


[2] HOW THOROUGH ARE THESE SALES? 


In the October sale recently completed, over 700 newspapers, representing 17,000,000 
circulation, were used by our chains to sell locally the products advertised 
in EVERYWOMAN'S Magazine. 


Virtually every point-of-sale merchandising aid was used; and the promotion received 


the enthusiastic support of all chain personnel, from president to store manager, 


right down to the clerks at the check-out counters. And believe us, this sells goods! 


[3| HOW IS SUCH COOPERATION POSSIBLE? 


It is possible because EVERYWOMAN'S is exclusive with each distributing chain, sold only 
by them in their geographical areas. It is their magazine. Chains know they get full benefit 


from their efforts. Only they can put on the EVERYWOMAN'S sale in their area. 


[4] HOW SUCCESSFUL ARE THESE SALES? 


Because these promotions have proven they build store traffic and increase sales volume, it 
means increased profits to the chain and to advertisers. Participating chains and 
advertisers are registering more and more enthusiasm for EVERYWOMAN’S 


sales and what it does for them. 
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rp ’ 
banner for on EVERYWOMAN Ss 


MASS display and specially printed 


advertiser. 


Harley V. McNamara, President of National Tea, tells visiting sales and advertising gers how his company profits 
from traffic and sales volume increases during Everywoman's sales. Twice a year Everywoman's invites advertisers on 
junkets to see for themselves how Everywoman's sales move its advertised brands. 


If your product is missing this opportunity for Closing date for the March issue is December 
top chain support, you still have time to par- 31. Wire collect to your nearest EVERY 
ticipate. But better act fast. WOMAN'S office. 


| EVERYWOMAN’S macazine | 


NEW YORK OFFICE CHICAGO OFFICE SAN FRANCISCO OFFICE—W. F. COLEMAN CO., Inc. LOS ANGELES OFFICE SEATTLE OFFICE 
16 East 40th Street, New York 16, N. Y, 35 East Wacker Drive, Chicago 1, Illinois 300 ane Street, San Francisco, Calif. 30-55 Wilshire Bivd., Los Angeles, Calif. 1038 Henry Bidg., Seattle, Wash, 
MUrray Hill 9-4757 RAndolph 6-0802 Xbrook 2-0159 DUnkirk 9-4905 Ellioct 4315 
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‘Ho, ho, ho, ho, ho, ho, 


—This Week Magazine 
ho, ho, ho, ho, ho, ho.” 


We Don’t Need More Laws on Smut 


There can be little argument that a good deal of the material on 
newsstands and appearing over the air is not in the best possible 
taste, and that some of it is salacious. Everyone who has any sense 

~ Myof decency would like to see it cleaned up. 
» But those who have a proper regard for the freedom of the press 
ba of speech know that the most dangerous way to accomplish 
a@ cleanup is through additional legislation at the federal level, or 
through the adoption of legislative rulings which place control in the 
hands of administrative personnel. 

’ Actually, there can be little doubt that local laws exist in sufficient 
number and with sufficient teeth to take care of the problem— 
provided that the problem can be clearly enough defined. 

What is “indecent” or “objectionable” is largely a matter of the state 
public taste at any particular moment, and as we have pointed out 
the past, this is an area so delicate and so difficult to define that it 
st be approached with the greatest caution. 

©ur own personal opinion is that the class of item which is cur- 
fentiy exhibiting the worst possible taste on the nation’s newsstands 
ig books. The pocket book business seems almost universally to 
have adopted the notion that no book can sell on the newsstands unless 
the cover portrays a near-naked lady in the most suggestive pose pos- 
sible. The book may be about anything; its contents may be concerned 
with material fit for consumption by the most carefully reared teen- 
ager, but very few books are written without some reference to a wo- 
man or a girl, and in the newsstand book trade apparently no female 
exists who wears her clothes in ordinary street fashion, or who looks 
life an ordinary stenographer on her way to lunch. 

"The “jokes” and the situations on radio and TV are not always 
above reproach, either, but neither are the private conversations we 
have been occasionally privy to. 

For what it is worth, however, we should like to nominate the song 
writers as having approached—nay achieved—the zenith (or the 
nadir, depending on your scale of values) in the use of the double 
entendre and the suggestive images of sexual degeneration. 

But we still don’t want more laws in this area. We believe they are 

' 4 too dangerous. We prefer more adequate and careful enforcement of 
existing laws, and an aroused and interested public opinion which 
will reject, instead of embracing, these evidences of insipidity. 


Three in a Bed—and Not Happy 


To admen and others familiar with the dog-eat-dog competition 
nee which characterizes the soap and related business, the action of the 
Department of Justice in accusing Lever Bros., Procter & Gamble and 
Colgate-Palmolive-Peet of conspiring to gain control of the soap and 
synthetics market provided the biggest guffaw of 1952. 

But after the guffaw subsided, an entirely different reaction set in, 
since the Department of Justice actually doesn’t seem to be charging 
any particular conspiracy at all, but rather only that the three com- 


panies are “monopolizing” the business. 
Here is a concept which has become increasingly popular within 


recent years in certain government circles: the concept that bigness 


in itself is bad, and that any company or group of companies which 
have achieved dominance in a market are thereby, and per se, acting 
against the public interest 
ad rhis general theory was last advanced in the Great Atlantic & 
sy Pacific Tea Co. case, which the government lost. If the three soap 


makers have actually been conspiring to hog the market, which seems 
at least a little difficult to believe, then we hope the government wins 
its case. But if the case rests principally on the fact that through hard 
selling and effective merchandising, they have managed to gain and 
keep a substantial share of the market, we hope the case collapses 


quickly. 


What They're Saying 


8 Points for Management 
Speaking to 200 business lead- 
ers from four southern states at a 
recent Explaining Your Business 
conference at Nashville, Tenn., 
sponsored by the National Cham- 
ber in cooperation with the Nash- 
ville Chamber, Frederick J. Bell, 
director of human relations, Mc- 
Cormick & Co., Baltimore, offered 


| these eight points for the consider- 


ation of management: 

1. Too many business publica- 
tions are written to reassure man- 
agement of its own goodness rather 
than to inform employes of the 
truth. 

2. Good intent is not enough. 
What we need are good acts. 

3. Management, like all mankind, 
too often respects an abuse because 
of its age. 


4. Monotony the termite of 


is 


morale. It is management's job to 


| 


rid its house of termites by adding 
a little spark to life; by stimulating 
human interests 

5. It doesn’t make much sense to! 
hit the sawdust trail on Saturday 
night, pray loudly all day Sunday, 
then backslide from Monday to} 
Friday. 

6. The only difference between 
the best run company in any busi- 
ness and the poorest run is the 
difference between two men—the 
chief executives 

7. The greater our personal suc- 
cess, the greater our obligation to! 
plough it back in the field of citi-| 
zenship. 

8. If you have 4 message of fabu- 
lous importance to impart, a mes- 
sage of deep philosophical truth 
using good, solid _ five-syllable 
words—go down to your cellar and 
deliver it. Get it out of your sys- 
tem. Then go anc talk to your em- 
ployes. 

Washington 


the Chamber ( 
United States, 


wt, published by 
ommerce of the 
hington, D.C. 


New Words and Old 

We hear th “bafflegab,” a 
word coined to press the “utter 
incomprehensib ambiguity, 
verbosity, and ¢ plexity of gov- 
ernment regulat nay become 


a part of Websicr’s New Inter- 
national Dictionary. Its creator was 
Milton Smith, assistant general 


counsel for the National Chamber 
of Commerce. Th« 
getting one word | 

ternational is one (! 
shine getting an 


distinction of 
to the New In- 
at would out- 
article into For- 


tune or The Atlantic—at least it 
comes to fewer men. It is a feat 
described by the National Cham- 
ber’s Washington Report as scal- 
ing the “etymological Matterhorn.” 

It is quite proper to bring new 
words into accepted parlance when 
they acquire a certain degree of 
usage and understanding. But we 
have another thought. How about 
striking words from our vocabu- 
lary when they become so abused, 
unintelligible, non-definitive as to 
convey no meaning other than as 
slurring epithets. We nominate for 
extinction, as a beginning, the fol- 
lowing: “Old Guard,” “left wing,” 
“reactionary,” “Communist front,” 
“isolationist,” “warmonger,” “Fas- 
cist,” “do-gooder,” “bureaucrat.” 
That is just a start—there are 
many more eligibles. 

This would be an auspicious 
time to begin lowering the boom 
on such terms, as they have been 
dinned into our ears during every 


| waking moment for the past six 


months. And has any one of them, 
on any occasion, brought any en- 
lightenment to anybody? We think 
not. They are barbs for venting 
spleen, tags for the mentally lazy 
and opinionated person to pin on 
those who disagree with him. They 
contribute nothing but confusion 
and contentiousness to any dis- 
cussion. They are employed largely 
by boorish controversialists who 
are too inept or impatient to de- 
lineate their thoughts with pre- 
cision. Away with them all. 


—Wholesale Grocer News, December 
issue. 


Recognition 

A word of appreciation costs 
nothing. But to the man to whom 
it is directed, it is priceless. Every 
sales manager should set himself 
a quota of five commendations a 
day. And if he can’t find five of 
his people who deserve commenda- 
tion for something well done, he’d 
better find new people. 


—Fen K. Doscher, v.p. in charge of 
sales, Lily-Tulip Cup Corp., speaking 
before the Sales Executive Club of 
New York 


Natural Assumption 

A Chicago hotel operator, com- 
menting on the many telephone 
calls received there for Martin P. 
Durkin, Secretary of Labor desig- 
nate who is visiting here: 

“Did he have an ad in the pa- 
per?” 

—So They Say column in the Chicago 

Sun Times Dec. 4. 


Rough Proofs 


O’Sullivan’s heels have been ad- 
vertised in the New York subway 
for 50 years, and its program might 
therefore be described as a suc- 
cessful underground movement. 


The Old Professor says it’s too 
bad those high-priced writers who 
continue to use “fortuitous” to 
mean “fortunate” never completed 
their high school Latin courses. 


The Wall Street Journal has pro- 
moted Ford to second place in the 
automotive industry, while knock- 
ing down its recorded advertising 
expenditures from $21,000,000 to 
$9,600,000. 


) 


AA writers are amazed at the 
success of Gordon-Moore’s Ruby 
Red toothpaste, apparently not re- 
calling an earlier generation’s en- 
thusiasm for Rubifoam. 


John C. Sharp, Hotpoint presi- 
dent, says he’d rather take busi- 
ness away from a competitor than 
eat. And his expansion plans seem 
to indicate he’s likely to miss a lot 
of meals next vear. 


Ed Durling doesn’t like “the 
somewhat corny blurbs of silvery 
tongued men whose tones reek 
with insincerity” on TV. 

To him their messages sound 
much like campaign oratory. 


“In agency selling,” advises Nel- 
son Bond, “beware of giving ad- 
vice on copy.” 

Hell hath no fury like a woman 
scorned, or a copywriter whose 
brain child has been aspersed. 


Niles Trammell is going to shake 
the dust of New York from his 
feet and head up the Biscayne 
Television Corp. of Miami, which 
will be in business just as soon as 
it gets a license. 


“We must make every effort,” 
says Ray King of Holsum Bakers, 
“to lift bread above the common- 
place.” 

Pillsbury’s bake-off contest is 
one good way to do it. 


Mr. King says “there’s just as 
much market for a Cadillac as a 
Ford,” a statement which doesn’t 
get too convincing support from 
the license registrations. 


Sales managers, says Morris 
Pickus, are brilliant and industri- 
ous, brilliant and lazy, stupid and 
industrious, or stupid and lazy. 

The way business has been go- 
ing, they all qualify as brilliant 
if not industrious. 


Kentucky reports a_ successful 
tourist promotion test on WLW- 
TV. That should have been easy, 
provided they had a representa- 
tive showing of those famous Blue- 
grass belles. 


The pro football playoffs for the 
championship might be designated 
as the final test of the Polar Bear 
League. 

Copy Cus. 
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THERE’S AN ECHO 5 | 
IN THE VALLEY... : 


ae een 


FT aera 
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The World’s Greatest 
Industrial Area 


| =" J DELAWARE VALLEY 


| U.S.A 
‘ J * e * 
‘ ste, 
y ex 4 H 
Sey — ... the Greater Philadelphia Market! 
; Bs 
Pe, . y “amor Building makes the big noise in the Delaware Valley these days! From Trenton 
we s 5a * \fOumry' to Wilmington... through its nerve center in Philadelphia... construction 
4 bd o 5 em WV - } ” . 
* tout _ Stmry a (< is the keynote. 


New plants rise... $1% billion worth under construction and planned... 
others expand. New homes built by the thousands house the workers who 
keep the Valley humming. This boom pays off, too... in an unprecedented 
volume of wages and salaries for Valley residents. It's a big build-up of 
buying power! 

All this dynamic Delaware Valley activity has the forceful backing of THe 
PHILADELPHIA INQUIRER. Chief stimulator of commercial and industrial growth, 
THE INQUIRER gained and holds its leadership through service. Every month, 
more national and local advertisers profit from this INQUIRER influence 
through the whole Delaware Valley. 


Che Philadelphia Prquirer 


Constructively Serving The World’s Greatest Industrial Area 


Exclusive Advertising Representotives: ROBERT T. DEVLIN, JR., Empire State Bldg. N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., 
Detroit, Woodword 5-7260. West Coast Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 
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AT YOUR OWN 
DESK Chis easy 


moneg- javing way! 


Business men everywhere use FOTOTYPE 
to beat high type costs. A sure, quick 
way of preparing copy for offset or any 
photograpmc reproduction Anyone 
Can doa professional job (A stenog 
rapher set this entire ad). Send 
for free catalog over 100styles 


415 ROSCOE ST. EHICAGO 13; Itt 


College Prof Helps Form 
New Advertising Agency 
Drug Store Advertising Associ- 
ates Inc., 8766 150th St., Jamaica, 
N. Y., a new advertising agency, 
has been formed to handle a co- 
operative ad program for the 
Pharmaceutical Council of Greater 
New York, which represents the 
4,100 independent retail pharma- 
cies in the city’s five boroughs 


The new agency was formed by | 


Prof. S. B. Jeffries, chairman of 
the pharmaceutical business ad- 
ministration department of the 


L. Il. U. Brooklyn College of Phar- 
macy, and Hilton Soba, manage- 
ment consultant. 


shine getting an ar 


Walsh Gets Ontario Auto Co. 

Walsh Advertising Co., Toronto, 
has been named to handle adver- 
tising for Ontario Automobile Co., 
Toronto, for its Chrysler-Plymouth 
car parts and service. Current ad- 
vertising includes a Sunday night 
show on CKEY,. Toronto, and 
newspapers, trade publications and 
direct mail. 


Bol Mtg. Co. Names Agency 


Bol Mfg. Co., Chicago maker of 
Hopalong Cassidy Aid, a gelatin 
for making soft drinks, has 
Switched its account from Good- 


kind, Joice & Morgan, 
Schwimmer & Scott, 


Chicago, to 
Chicago. 


New York market area. 


N. W. Ayer is using WOR-TV to advertise Dole 


Hawaiian Pineapple to consumers throughout the 


The Dole display in “Sally Smart’s Kitchen” creates 
more than a quarter of a million sales impressions 


every week. Also, Dole products are featured in 


cooking schools which the show’s producer conducts 


throughout New York and its suburbs. 


WOR-TV’s effective technique—combining TV's 


selling impact with consumer-level merchandising — 


gets sales results in America’s top market! 


CHANNEL 9 


NEW YORK 


ticle into For- 


Sun Times Dec. 4. 
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Advertising Age, December 22, 1952 


‘Life en Espanol’ Hits Latin America 
This Week; 100 Advertisers Scheduled 


New York, Dec. 17—Life en 
Espanol, first foreign-language 
magazine published by Time Inc., 
goes on sale in Latin America next 
week with more than 100 adver- 
tisers in the fortnightly. 

U. S. exporters and Canadian, 
British, Swiss, Dutch, Swedish, 
German and Japanese companies 
have schedules in the magazine, 
which expects a circulation of 
more than 100,000 

“A number of the U. S. firms 
will be making their first ad- 
vertising effort in an international 


magazine,” said Roy E. Larsen, 
president of Time Inc. 
Time Inc. took cognizance of 


opposition to such magazines in 
Spanish-speaking countries, say- 
ing: 


s “Basically this opposition is due 
to fears by local publishers that 
Life and other international publi- 
cations will make inroads into their 
advertising revenues. This point of 
view is apparently based on the 
assumption that the advertising 
revenues are fixed in size and 
that an increase for one publica- 
tion necessarily means a loss for all 
others. 

“The publishers of Life en Es- 
panol believe, however, that when 
the tide rises, all the boats rise 
with it. They believe that the 
whole history of international ad- 
vertising during recent years pro- 
vides conclusive evidence that each 
new international publication has 
increased the total advertising of 
exporters by more than its own 
individual income. 


s “Many prospective Life en Es- 
panol advertisers are not yet ad- 
vertising in any local media and 
most of the advertisers in Life en 
Espanol have added the new mag- 
azine to the local media they are 
already using. The publishers do 
not know of a single 
where an advertiser in Life en 
Espanol has diminished his local 
advertising to finance his cam- 
paign.” 

Size and format of the new mag- 
azine, which will be published ev- 
ery other Monday, will be similar 
to Life’s and it will be printed in 
Chicago, where the domestic Life 
is printed. Most of its editorial 
material will be selected from cur- 
rent issues of Life. It will also 
contain feature material that has 
not appeared in the parent maga- 
zine. Per copy price of the new 
Magazine will be about 20¢. 


® Among the U. S. advertisers who 
placed contracts before the closing 
date of the first issue are Bank 


of America, Braniff International 
Airways, Burroughs Adding Ma- 
chine, Champion Spark Plug, Co- 
ca-Cola Export, du Pont, Kelvina- 
tor, Pal Blade, Remington Rand, 
Servel, Sylvania, United Fruit and 
J. B. Williams. 

John E. Wooley, advertising 
manager of Life International since 
1948, will be advertising director 
of Life en Espanol. The publish- 
ing head will be Edgar R. Baker, 
managing director of Time-Life 
International. 

A promotion campaign for Life 
en Espanol is expected to run in 
50 newspapers and in 70 radio sta- 
tions. Young & Rubicam is placing 
advertising for all countries ex- 
cept Peru, Chile and Uruguay, 
where McCann-Erickson is hand- 
ling. 


Mutual's Yule Show on TV 


A television version of “Mutual 
of Omaha Calling,” a program re- 
uniting servicemen overseas and 
their families at home, will be 
sponsored by Mutual Benefit 
Health & Accident Assn. on Christ- 
mas day over NBC-TV for the first 
time. The radio version will be 
heard over Mutual Broadcasting 
System for the third consecutive 
year. The shows are not a simul- 
cast and will be separately pro- 
duced. The MBS show will be 
heard 2-3 p.m., EST, and the NBC- 
TV show 3-4 p.m., EST. Bozell & 
Jacobs, Omaha, is the agency. 


| Seattle Ad & Sales Club Elects 


instance | 


Peter Lyman, account executive 
of Frederick E. Baker & Associ- 
ates, has been elected president of 
the Advertising and Sales Club of 
Seattle. Other officers elected are 
Trevor Evans, Pacific National 
Advertising Agency, Ist v.p.; Wen- 
dell Broyles, King County Medical 
Corp., 2nd v.p., and Bert Hagg, 
Lowman & Hanford, treasurer. 


Barlow Advertising Adds 2 


Barlow Advertising, Syracuse, 
has added two accounts: C. A. 
Durr Packing Co., Utica (televi- 
sion, outdoor, point of sale and 
direct mail will be used) and San- 
Equip Corp., Syracuse, maker of 
septic tanks (business papers, di- 
rect mail and point of sale). 


Hohenadel Brewery Closes 

John Hohenadel Brewery Inc., 
one of Philadelphia's oldest brew- 
eries, has ceased operations. 
George R. Moore, secretary-treas- 
urer, would not disclose reasons 
for closing down operations. 


Klaus Elected President 

Cc. A. Klaus, v.p. and director 
of sales of Maremount Automotive 
Products Inc., Chicago, has been 
elected president of the National 
Standard Parts Assn. 


MacFarland, Aveyard & Company 


333 NORTH MICHIGAN AVENUE, CHICAGO, ILLINOIS 
An Advertising Agency 
serving the following clients, each amone 
the leaders in its field 


ALEMITE — Division Stewart-Watner 
BANKERS LIFE COMPANY + THE CELOTEX CORPORATION 
COOK ELECTRIC COMPANY + DREWRYS LIMITED, U.S.A. INC. 
THE FORMFIT COMPANY + THE HALLICRAFTERS COMPANY 
MARTIN-SENOUR PAINTS + SKIL CORPORATION 
STANDARD KNITTING MILLS, INC. + STANDARD STEEL SPRING COMPANY 


STEWART-WARNER CORPORATION 
Stewart Die Casting Division + South Wind Heater Division 
Auto Accessories, Marine Instruments 


UNITED WALLPAPER, INC. 
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Detroit, Woodword 5-7260. West Coast Representatives: FIETAIRINN & WE teal v ee ee 


sales climb 
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higher and higher ... 
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| BILLION DOLLAR SPOKANE MARKET 


s It’s one of the three 
ei HIE NORrgy ‘Must Markets in the 
Pacific Northwest 


a Be area + NAY 


i. 


It takes a lot of merchandise to fill the needs of a million people. It took 
$994,411,000 worth for Spokane Market residents in 1951*. In every sense a 
BIG market in its own right, it is of particular importance in any Pacific Northwest 
sales program. The Spokane Market is a distinctly independent and unified trade 
area, distant from and unaffected by coastal influences. Nationally recognized 
as an outstanding test market, and noted also as one of the brightest spots in 
business activity, the Spokane Market has what it takes to boost sales of your 
product higher . . . and higher. 


ean VO Oe RAE de PRETO 


° 
poRTLAND 


Most emphatically, the billion dollar Spokane Market is a must in the Pacific 
Northwest. And you can cover it efficiently and effectively with the two local 
newspapers its residents have read and heeded since pioneer days—The Spokes- 
man-Review and Spokane Daily Chronicle. These two big, home-delivered 
dailies are accepted as home-town newspapers the length and breadth of their 
vast market. Together they cover the area as does no other advertising medium. 


THE SPOKANE MARKET 
REALLY MAKES 
A DIFFERENCE 


Be sure the Spokane Market's over a million people are included in your 
sales program, and watch sales climb. 
*Sales Management, May 10, 1952 


Advertising Representatives: Cresmer & Woodward, Inc., New York, Chicago, Detroit, 
iz Los Angeles, Son Francisco, Atlanta. Color Representatives, SUNDAY Combined Daily 


SPOKESMAN-REVIEW. Comic Secti Metropoli G " 
; - : woop CIRCULATION 


Now Over 
Home-Town Newspapers 160,000 
the Length and Breadth 81.84% UN-duplicated 


of the Inland Empire 
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1952 Retail Toy Sales Expected to 
Top All Records with 10% Increase 


By Lawrence Bernard 
New York, Dec. 17—The toy 
business is set to break its alltime 
record this year. 
With Santa’s bag rapidly filling 
up in the closing weeks of the year, 


NEED CANADIAN 
REPRESENTATION? 


National Canadian distributor 
with siding and warehouse fa- 
cilities covering department, 
chain, and wholesale hardware, 
druy, grocery outlets offers com- 
plete merchandising and dis- 
tributing service in Canada. 
Write fer details 

Beacon House, 

1379 Bloor St. W., 

Toronto, Ontario. 


LAkeside 3434 


estimates are that toy sales for 
1952 will exceed last year’s $800,- 
000,000 retail figure by as much as 
10%. 

The rise is attributed to three 
things: (1) Increased year-round 
toy buying; (2) the increased num- 
ber of children under 14, and (3) 
continued high levels of employ- 
ment and disposable income. 

A further key to the record- 
breaking prediction is the belief 
that the toy business has “caught 
on fire’ as far as advertising goes. 
While no specific figures are avail- 
able, toy advertising in 1952 is ex- 
pected to exceed last year by one- 
fourth to one-third. 


@ The advertising rise indicates in- 
creasing realization by toy manu- 
facturers that the toy business is 
a year-round enterprise. Chemical 
companies like Dow and Bakelite 


EVERYDAY 

% IS 
SOMEBODY'S 
BIRTHDAY 


ser, 


... Christmas is still the biggest gift selling 
season of them all. As created and produced 
by Consolidated, this 3 dimensional unit 

is a year-round gift suggestion display—with 
the Christmas trimmings added. The Santa 
Claus figure and the mantel decorations 

are removable—a foresighted fact that makes 
this display extremely versatile and 100% 


useable regardless of season. Also, it’s small 


" and compact, yet so designed that it features 


four individual watches. 


For well thought out displays that work 


| overtime, better have your next one... . 


Sales Engineered by 


CONSOLIDATED 


Main Office and Plant at 
Carle Place, t. 1, N.Y. 


Sales Offices in 
Philedeiphie, Chicage, 
Lovisville and Tampa. 


Lithographing C orporation 


' 
MEMBER OF THE POINT OF PURCHASE ADVERTISING INSTITUTE 


basis. Ideal says 


are running what might be termed 
“institutional” advertising for their 
plastics, pointing out their uses in 
toys. 

Plastics got off to a bad start 
in the toy field after World War 
II. Generally, materials were 
shoddy, cheap and breakable, and 
buyers shied away from plastic 
items. But manufacturers have im- 
proved their methods and now 
consider their products, such as 
vinyl, acetate and styrene, impor- 
tant and good enough to warrant 
full-page toy promotions in top 
consumer magazines. 

The importance of the toy busi- 
ness has made itself felt in allied 
industries. In the past, companies | 
in the lumber and paper business 
frequently would make toys as a 
slack season carry-over. Several 
are now in the toy business on a 
year-round basis 


® Especially heavy promotion is 
going into Christmas toy catalogs 
this year. There are at least a doz- 
en catalogs on the market, mostly 
distributed by retail outlets with 
the store imprint on the cover. 
They are published by advertising 
agencies, department stores, in- 
dustry and wholesaler groups. 

The largest toy catalog, which 
this year will have a distribution 
of 4,100,000, is the “Toy Year- 
book,” put out by the Toy Guid- 
ance Council Inc. Circulation of the 
next largest catalog is probably 
somewhere around 2,000,000. 

In a way, the influx of catalog 
promotion is proving embarrassing 
to some manufacturers, who are 
being squeezed by different pub- 
lishers for their promotion dollar. 
Sometimes a manufacturer must 
advertise in a department store 
catalog to relieve the pressure, and 
that first acceptance becomes the 
“open sesame” to other catalog 
publishers. Manufacturers would 
like to advertise more, they say, 
but they can’t do it in all direc- 
tions at one time 


8 One direction in which manufac- 
turers are heading in increasing 
numbers is the field of tie-in pro- 
motions. Ideal Toy Corp. does an 
outstanding job in this area. 

Calling it the “most extensive 
doll promotion in the toy industry's 
history,” Ideal is currently blan- 
keting the country with an adver- 
tising barrage on its Toni and 
Saucy Walker do!ls. Supplement- 
ing Ideal’s effort, being handled by 
Atlantic Advertising, are tie-in 
ads scheduled by Toni Co., Bur- 
lington Mills and du Pont on the 
Toni doll, and by Saran Yarns Co. 
on Saucy Walker 

A complete merchandising fol- 
low-through is ailable at the 
local level on this promotion. 

In addition, Ideal recently in- 
augurated a “toys-of-the-month” 
promotion in the Chicago area to 
encourage supermarket merchan- 
dising of toys on a year-round 
expects to do 
vorth of busi- 
food field this 


at least $1,000,00/ 
ness through the 
year.” 


Penn Fruit Co. 
imber of man- 


8 In Philadelphia 
has tied in with a 


ufacturers for a C 
plan in six of its 
market News re} 
issue. Customer 
punched out on 
when the custome 
quired food purc! -es, 
gible to buy her 
the club’s low prs 
Browning Kin 
somewhat similar 
rently running fe 


stmas toy club | 
stores, Super- 
ts in a recent 
irchases are) 
special card; | 
nakes the re- 
she is eli- 
selection at 


Co. has a 
omotion cur- 
e more than 


5,000 members < e Browning 
King Boys Club ub members 
are asked to get | friends and 
relatives to buy wning King 


mount of the 
urchases) is 
nember’s ac- 


gift certificates. Th: 
certificate (or ever 
credited to the clu! 
count. 

Whenever a membcr's “receipts” 
add up to the cost of « toy covered 
by the plan, he trots down to a 


UNITED WALLPAPER, INC. 
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Browning King boys’ department 
and redeems them. Toys include 
bicycles, fully equipped tool chests 
and train sets. 


s Other manufacturers are well 
aware of the toy industry’s ability 
to establish early brand identifi- 
cation among the youngsters. Wit- 


domestic toys the outlets are 
broadening. The main types of im- 
ports are mechanical toys from 
Germany, inexpensive metal and 
plastic items from Japan, quality 
wooden toys from the Scandina- 
vian countries and large stuffed 
animals from England. 


ness Johnson & Johnson’s band-aid|s In the U.S., dolls, with retail 
tie-ins on children’s medical kits| sales of about $200,000,000, con- 


and the Little Golden Books; Col-| 
gate-Palmolive Peet Co. with its! 
kitchen products, Vel and Ajax, in 
dishwashing sets, and Borden Co. | 
with milk products in doll feeding 
sets. 

Toy Manufacturers of the U.S.A. 
reports a “terrific success” for this 
year’s toy promotion in Life. Forty- 
one manufacturers took eight 
straight pages in the issue of Nov. 
24. Placed by Grey Advertising 
Agency, it was the largest single ad 
ever run in Life and had a ninth 
page of institutional advertising, 
plugging American-made _ toys. 
Participating manufacturers re- 
ported a sellout as soon as retailers 
learned they would be in the Life 
ad. Six years ago, this promotion 
consisted of one page. 


8 Life, incidentally, carried almost 
24 pages of toy advertising in its 
November and December issues—a 
record. Parents’ Magazine carried 
about the same, and it too, reports 
a record year for toys. 

Toy Manufacturers is spending 
$100,000 for TV advertising in 20 
cities, has distributed 15,000 point 
of sale kits to retailers and printed 
1,000,000 copies of its catalog. 

The Grey agency estimates that 
1,000,000 lines of retail advertising 
are running in newspapers for toy 
promotions. 

TV, with its demonstration abili- 
ties, could conceivably become one 
of the best advertising media for 
toy manufacturers in the future. 


s Aside from toy stores, toys used 
to be sold in department, chain, 


hardware, stationery and variety| @ 


tinue to be what most kids want 
most of. Along with the walking 
dolls, space toys and hobbycraft 
items headline 1952’s newest play- 
things. 

Last year, ADVERTISING AGE ran 
a story on the toy industry (AA, 
Sept. 10, 51) pointing out that a 
business grossing well over half a 
billion dollars spends less than 1% 
for advertising. The story evoked 
considerable response in toy cir- 
cles, to a point where the Toy 
Guidance Council now says: “We 
think that the AA story was the 
impetus the industry needed to 
stop their weeping about year- 
round toy sales and start doing 
something about it.” 


Myers Forms Morell Press 


J. D. Myers, a partner of the 
former Myers & Kellner Publish- 
ing Co. and its affiliate, J. D. 
Myers Publishing Co., Spring- 
field, Ill., has organized the Morell 
Press. The new company repre- 
sents a consolidation of the two 
former companies, which were 
founded by Mr. Myers and the 
late M. J. Kellner. 


‘Weekend Picture’ Adds Two 

Weekend Picture Magazine, 
Montreal, has added two more Ca- 
nadian newspapers to its group. 
They are the Albertan in Calgary, 
and the Daily Times, Victoria, 
B. C. The newspapers will begin 
publishing the picture magazine 
Feb. 7. There will be no increase 
in advertising rates. 


To Richard G. Montgomery 
Wilbur-Ellis Co., Seattle, has 

appointed Richard G. Montgomery 

Associates, Seattle, to handle 


stores, in night clubs and by mail. | 


With the high profit picture 
(usually 100%) getting increasing 
recognition, toys are now finding 
their way, in quantity, into outlets 
like candy, juvenile clothing, fur- 
niture, and women’s ready-to-wear 
stores and, of course, supermar- 
kets. 

For the foreign toy market, im- 
ports are reported about equal to 
last year’s (some $7,000,000 at the 
manufacturer’s level), but as with 


advertising for Green Pride fer- 
| tilizer. 


S1MPSON-REILLY, LTD. 
Publishers Representatives 


SINCE 1928 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 


AMERICA'S 
FIRST 
ENGRAVER 


DAY-NIGHT 


_— 


REVERE PHOTO ENGRAVING CO. 


712 FEDERAL STREET, CHICAGO 5, 


ILL. WA 2-8816-7-8 
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of the Inland Empire 


No matter where you look, the importance of chemicals is reflected 


in our national economy. And, reflected from the selling set-up of 


the chemicals industry, Business Week stands out as an important 


ns advertising medium used by leaders in the field. 


REASON: Business Week is read by a highly concentrated audience 
of Management Men. These are the executives of business and indus- 
try who make or influence buying decisions. Their firms are the prime 
prospects for chemical products. 


RESULT: The maker of chemicals, through Business Week, reaches 
4 buyers at a low sales cost, with a minimum of costly waste circula- 
tion. That's why Business Week regularly carries more pages of 


advertising directed to business and industry than any other general 


business or news magazine. Year after year it holds true — 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT MEN 


; BUSINESS WEEK 


. 330 WEST 42ND STREET, NEW YORK 36, N. Y. 


Reflected Everywhere 


These Chemical Advertisers Are Opening Up 
New Markets Through Business Week 


Air Reduction Co., Inc 
Aluminum Co. of America 
Chemicals Div 
American Cyanamid Co. 
Anchor Plastics Co. 
Arabol Manufacturing Co. 
Armstrong Cork Co 
Industrial Adhesives) 
Atlas Powder Co 
Bakelite Co 
Celanese Corp. of America’ 
Davison Chemical Corp. 
Dearborn Chemical Co 
Dewey & Almy Chemical Co. 
Dow Chemical Co 
Dow Corning Corp. (Silicones) 
E. 1. DuPont de Nemours & Co., Inc 
Durez Plastics & Chemicals, Inc 
Eastman Kodak Co 
Distillation Products, Inc 
Food Machinery and Chemical Corp 
Formica Co 
General American Transportation 
Corporation (Plastics Div.) 
General Electric Co 
Chemicals, Silicones 
Glidden Co 
B. F. Goodrich Co. (Geon, Koroseal 
Goodyear Tire & Rubber Co 
Chemical Div.) 
Hercules Powder Co 
Hooker Electrochemical Co. 


International Minerals & Chemical 
Corporation 
Koppers Co., Inc. (Chemicals, Plastics) 
Libbey -Owens-Ford Glass Co. 
Plaskon Div 
Mathieson Chemical Corp 
Minnesota Mining and Manufacturing 
Co. (Adhesive Coatings 
Monsanto Chemical Co 
National Starch Products, Inc. 
Nougatuck Chemical Div. of 
U. S. Rubber Co 
Nox Rust Chemical Corp 
Pennsylvania Salt Manufacturing Co 
Pittsburgh Coke & Chemical Co 
Pittsburgh Plate Glass Co 
Columbia Southern Chemical Corp.) 
Prolon Plastics Div. of 
Pro-Phy-Lac-Tic Brush Co, 
Reichold Chemicals, Inc, 
Rogers Corp 
Shell Chemical Corp 
Standard Oil Co. of California 
Oronite Chemical Co.) 
Standard Plastics Co 
Taylor Fibre Co 
Tennessee Products & Chemical Corp. 
U. S. Rubber Co. (Thermoplastic) 
Union Carbide & Carbon Corp. 
Westinghouse Electric Corp 
Micarta Plastics 
Wyandotte Chemicals Corp 


Source: Publishers Information Bureau Analysis (January-September, 1952) 


A McGRAW-HILL PUBLICATION 
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Sylvania TV Awards product commercial worthy of an 


award, but in the “institutional” 


L field it recognized the “distin- 
Go to Sponsors of guished” spot news series running 
— _ Political Coverage in nine cities for Standard Oil Co. 


of New Jersey (Marschalk & 
New York. Dec. 16—A televi- Pratt). 
es sion set mahufacturer last Thurs- 
wo day night honored three of his @ The grand award for “the great- 
) \ competitors for their roles in the ect program on television” went 
J =. television coverage of the Republi- to an unsponsored latecomer, “Vic- 
— ot can and Democratic national con- tory at Sea.” : , ; 
‘ y at Sea,” the Sunday afternoon 
No toys—yust plenty of ) ee , + eet _ National Broadcasting Co. series in 
° f e second annual Sylvania whic ad 4 . 
e oo m 3 which official and captured films 
ys] hard- hitting facts in Electric Products Co. Television form the basis of Br posite story 
Awards dinner, “for outstanding —_ vibe aige ‘ 
/| é of World War II. Awards were 
Vv Forecast’s authoritative contributions to creative television 


{\ al x” dee ° given to the Navy; NBC; Henry 
CHICAGO TV MARKET sTuDY \ \\. “ dues ave the eT ee ne Salomon Jr., writer and producer; 
\ 0.6 Juc Bes gave the award for the Composer Richard Rodgers, and 
by Market Facts, Inc. ~~ ae a finest special events telecasts of Robert W. Sarnoff, director of 
~ - o + * 1952 to the four TV networks and wre : 
. e-: ry =< NBC television production units. 


Admiral Corp. (Russel M. Seeds Other award classifications and 
Co.); Philco Corp. (Hutchins Ad- the winners are as follows: 
vertising) and Westinghouse Elec- For the best and most original 
tric Corp. (Ketchum, MacLeod & ¢hildren’s program, “Summer 
Grove). D School,” award to WCAU-TV, 
The 16 judges could find no Philadelphia; for public service in 
giving the country’s youth its own 
program, “Youth Wants to Know,” 
awards to  producer-moderator 


for your FREE copy call FRanklin 2-6931 


185 N. WABASH AVE., CHICAGO 1, ILL. 


1) Pre-Post Time Theodore Granik and NBC; for the 
: . most noteworthy contribution to 
(2) Gemex Expands variety shows, “Toast of the 
3) Introducing * Breeze” Town,” awards to producers Ed 
; a 7 Sullivan and Marlo Lewis, CBS- 
(4) Say It Straight TV and Ford Motor Co. (Kenyon & 


Eckhardt); for best documentary 
melodrama, “Treasury Men in Ac- 
tion,” award to NBC and Borden 
Co. (Doherty, Clifford, Steers & 
Shenfield) 


8s The DuMont Television Network 
and NBC received awards for pio- 
neering daytime television in 1949 
and 1952, respectively. “See It 
Now,” sponsored over CBS-TV by 
Aluminum Co. of America (Ful- 
ler & Smith & Ross), garnered the 
prize for the best current news pro- 
gram and WOR-TV got an award 
for “Broadway TV Theater” as 
a definite contribution to creative 
television technique. This is spon- 
sored by General Tire & Rubber 
Co. (D’Arey Advertising Co.), Piel 
Bros. (Young & Rubicam) and R 
J. Reynolds Tobacco Co. (William 
Esty Co.) 

For best local public service pro- 
grams, awards went to WOI-TV., 
Ames, Ia., for two productions. 


a eas mets . ae 


Oi. ability to throw light on controversial subjects has © First promotion by BBDO for its new client. the eat stats, Gen - aed 
won Aeep Posted (Tuesdays. Du Mont) first place among Gemex Company. is an integrated merchandising plan de- got tapped as the outstanding 
televised discussion shows. Aired the night before The signed to reach both men and women at Christmas time, sports telecast. NBC got the award, 
Saturday brening Post goes on sale. it presents the widely a big season for expansion watchbands. The “Be an Angel” and certificates ae to the remote 
divergent opinions of two publie figures: commercials theme of these color pages in the Post. Life and New Yorker — crews of WPIX and WOR- 
preview Post attractions. Martha Rountree is moderator: is carried out in “heavenly” interior and window displays, ; 

questions are fired by Lawrence E.Spivak. a guest and panel. as well as in trade advertising and in television spots. @ Phe fasl two-of the 24 awesds 


went to “Robert Montgomery Pre- 
sents” for the best dramatic series, 
and “I Love Lucy” for comedy 
The Montgomery awards were 
presented to Mr. Montgomery, 
NBC and the two sponsors, Amer- 
ican Tobacco Co. (Batten, Barton, 
Durstine & Osborn) and S.C. John- 
son & Son (Needham, Louis & 
Brorby). “I Love Lucy” prizes 
were given to Lucille Ball, Desi 
Arnaz, producer Jess Oppen- 
heimer, CBS-TV and Philip Morris 
Ltd. (Biow Co.) 

In a statement, the judges com- 
mittee had some good words to say 
for advertisers who succeeded in 
making their commercials, partic- 
ularly those which included music 
or cartoons, “not merely inoffen- 
sive but actually an interesting and 
provocative part of the program.” 


To Join Jim Diamond 
New staff members of Jim Di- 


aa . , : (4) ee , : ‘ . : amond Advertising, San Francisco, 
How ean vou win friends fast for a new grocery-store Vhere’s abundant proof that pseudo-technical words caeke aa Cacenae,  iamnadter 
item? Lever Brothers Company packed a Cannon dish towel and catch phrases only confuse prospective television buyers. with KRON-TV, San. Francisco, 
or face cloth in each box of Breeze. new all-purpose de- So Crosley. as in this Christmas Post and Life spread. invites and Ray Bohannan, formerly own- 
: , : er of Bohannan Advertising, San 
tergent, and quickly made it a faverite with women in the reader to make a simple side-by-side test—to prove for Deacaiaien 
2 region after region across the country. The offer was pub- himself that “You can see it better on a Crosley.” Thousands 
’ lieized with newspaper ad\ertisements—in two colors where of people have accepted such invitations, extended in Levy Heads KLX, Oakland 
Wailable—and with radio and TY spot announcements. magazines. newspapers and dealer aids. and on TV and radio. Milton L. Levy, advertising and 


sales manager of KLX, Oakland, 
: Cal.. has been promoted to mana- 
BATTEN. nee ea ‘Dt RSTINE & OSBORN. INC. Advertising ger of KLX and KLX-FM. Mr 
: Levy succeeds Glenn Shaw, who 
has been KLX station manager for 
the past nine years. 


REW TORK * BOSTON + BUFFAL . ‘ cur an BLnGH + MINNEA San FRAN HOLLYWOOD «+ Los ANGEIFS © DETROIT 


:7 ————— ot 
Q 18 ee by 
i io] Pe fo © re ie 
: \e o ca = Dis. 0 ‘ x x . Py, \ s 
- } 
rot : ; 
ror . 
* \ 
e és . 
s i 
fy 
* FORECAST { 
Niobe’ . 
; = 5 sat . P m 3s 
Bak | : 
oe i . ; > | . : 
ie a na . : hog 
nae ' . i” . ‘ 5 ‘ ras ; ip z 
ie i Pp.” Se ‘ ‘ tae tech ~ a 
Ms H a 7 ge =. 2) ¢ 435 , my ; = > \ . i a 
% 3 i " \ . ar me te s a 4 F se rae ae ‘ a : t 
Bre 5 \l 4 ay ; 
os | . S a Tr = = . oe Be 
a 7 f ey : ier ae “: “5 - 2 
i -Y 
tne _ i 
Boke ee - 
: ie oorsnte le | a 
ae : even oo \3 5) i‘ a 
at mee PURPOD d inf ——— = 
as SO ENECS ee e Ye : 3 
au OR —_ # yA Can See . nes 3 x aac 
vg Bre ' at BET MEp *= f as 
es, g a wee y f | n a rT oe 
3 S — Ben. af : 
oie '* € \ aa - ee 2 <8 / b (7, . : 
fos, - “ qu ~a1 ae? : rere 
i * P — " ~~ ae 
ie 


Advertising Age, December 22, 1952 


' ‘Life’ Pages Will 
Carry Durene 1953 


Knitwear Campaign 


New York, Dec. 16—New plans 
for consumer advertising specif- 
ically designed to serve also as a 
base for store promotions of staple 
quality knitwear will be put into 
operation in the spring by Durene 
Assn. of America. 

Advertising will be concentrated 
in one magazine, Life, during the 
peak spring-summer selling 
months. Full-page b&w ads are 
scheduled to appear every other 
week starting March 30 until June 
1. One full-color spread is also 
scheduled. 

Each ad will be directed to a 
particular age group, but will also 
cover a number of different classi- 
fications of knitwear. Stores are 


PRE-SHOW HUDDLE—Fred Robbins (second from left), emcee of Cara-Cola’s new 

talent hunt series over WOR-TV, New York, gets together with some of the pro- 

gram’s behind-the-scenes principals. Left to right: Paul Louis, D'Arcy Advertising 

Co.; Robert Kesner, assistant ad manager for Coca-Cola, and James Murray, presi- 

dent of the Coca-Cola Bottling Co. of New York. “Do You Want To Be A Star?” 
three times weekly presents high school talent. 


expected to tie in with a series of 


Appoints Leon A. Friedman 

Pace-Maker Inc., lingerie man- 
ufacturer, has appointed Leon A 
Friedman Co., New York, to di- 
rect its advertising. Fashion mag- 
azines, business publications and 
direct mail willtbe used. Julius 
Halfant has joined the agency as 
production manager. 
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Two Appoint Harris & Bond 

Harris & Bond, Chicago, has been 
appointed to handle advertising for 
the National Concrete Masonry 
Assn., Chicago. B. I. Weller Co., 
Chicagg manufacturer of grain 
handling equipment, also has 
named the agency to direct its ad- 
vertising. 


the way to sell 


is through 


An Independent Newspaper 
Morning and Sunday 


El Paso Herald-Post 


A Scripps-Howard Newspaper 
Evening 


THE FABULOUS SOUTHWEST, 
the nation’s largest trade territory, 


Che El Pasn Cimes 


The Fabulous Southwest 
has 137,800 families who 
buy more than $100,000,- 
000 worth of food annu- 
ally—an excellent market 
for the distribution and 


departmental promotions through- 
out the store. 

The campaign has been based on 
results obtained this year by stores 
throughout the country in connec- 
tion with the spread advertise- 


Conde Resumes Print Ads 
Conde Milking Machine Co., 
Sherrill, N. Y., will resume print 
| advertising in 1953 with a farm 
publication campaign featuring the 


Conde “400” milking machine. Ra- 
dio, used exclusively by the com- 
pany since 1947, will be continued. 
Moser & Cotins, Utica, is the agen- 
cy. 


Represented nationally by Scripps-Howard General 
Advertising Department and Texos Daily Press 
league 


sale of all food products. 


ments used by Durene last spring | 
and for .ts back-to-school promo- 
tion this fall. | 


® Early in January, the association | 
will start a series of mailings to) 
store buyers throughout the coun- 
try. In addition, Durene will offer 
the services of field representa- 
tives in 50 cities who will assist in 
sales training in stores. Training 
manuals and suggested scripts for 
use in departmental sales training 
meetings will also be made avail- 
able. 

Sales messages for ’53 have been 
reworded as a result of surveys 
conducted on housewives’ recogni- 
tion of factors important in cotton 
knit goods. Expressed in terms 
which customers use, Durene’s new 
tagline will read “The way they 
look and feel, wash and wear, and 
keep their shape. ..there’s nothing 
like cotton knits made of Durene, 
the quality cotton yarn.” 

McCann-Erickson is the agency. 


Owens-Illinois Promotes Two 


Kent S. Upham has been pro- 
moted to sales manager to the food 
industries and Robert E. Graham 
to assistant sales manager by the 
glass container division of Owens- 
Illinois Glass Co., Toledo. Mr. Up- 
ham, who was manager of the 
prepared food division, succeeds 
S. F. Davis, who has been pro- 
fis moted to v.p. and general sales 

‘ manager of the glass container 

division. Mr. Graham, manager of 
the processed foods division, will 
also head the prepared foods di- 
vision and succeeds Mr. Upham 
as assistant sales manager. 


Doctors Get Free ‘Dr. Enutf' 
Mark Williams Chemical Co., 
Chicago, which is marketing a 
new soft drink called Dr. Enuf 
(AA, Sept. 29), is offering physi- 
cians and dentists free cases of 
the product through local bottlers 
in an effort to promote better feel- 
ings between the medical profes- 
sion and the soft drink industry. 
Dr. Enuf, which contains various 
vitamins and minerals, is being 
promoted as a mix for hard drinks 
which will prevent hangovers. 


Djer-Kiss to O'Connell 
Nestle-LeMur Co. has appointed 
R. T. O’Connell Co., New York, to 
handle advertising for its Djer- 
Kiss talcum and lipstick and Blue 
Waltz perfume divisions. Lewin, 
Williams & Saylor formerly han-| 
dled these products, which is an/| 


. addition to all Nestle hair products | 
now handled by O’Connell. Wesley | 
: Associates continues to handle the | 


Mavis talcum advertising for 
Nestle-LeMur. 


Appoints Robert E. Newsham 


Robert E. Newsham Jr., former- 
ly a partner in a Philadelphia food 
brokerage company, has joined the 
radio sales department of WFIL, 
Philadelphia. Mr. Newsham will 
work closely with the station’s 
food trade accounts. ' 


FACTS OF VALUE TO ADVERTISERS ABOUT 


Big Aggie Land, the WNAX 


Countrypolitan Market 


T’S A MARKET made cohesive by one 
radio station, reached by one station, 
sold by one station. One of the world’s rich- 
est agricultural areas, Big Aggie Land’s 
million radio families last year enjoyed an 
effective buying income of $4.2 billion, 
spent $314 billion in purchases at retail. 
Only two areas spent more—metropolitan 
NYC and Chicago. 


BiG AGGIE LAND is the 267 counties in 
Minnesota, the Dakotas, Nebraska and 
Iowa, covered by WNAX. To the farmers 
and townspeople of Big Aggie Land radio 
is news, weather and farm data, entertain- 
ment and social life—and radio is WNAX. 
Radios are found in 97.3% of the homes; 
800 listen to WNAX 3 to 7 times a week. 


LATEST DIARY STUDY PROVES DOMINANCE 


IN 1952, as in 1950, 1948, 1946 and 1945, 
Audience Surveys, Inc. conducted a listener 
diary study in 80 Big Aggie Land counties 
representing 5 states. Trends established 
in earlier studies continued in 1952. There 
are more radio homes (up 27%%*); more 
sets in use (up 69.3% daytime, 32.6% 
night) ; higher WNAX ratings (up 50.7% 
daytime, 16.1% night) ; and bigger WNAX 
average audience (up 91% daytime, 47% 
night). 


WNAX HAS THE TOP RATING in 97.3% 
of the 500 quarter-hours covered by the 


diary, up from 87.8% in 1956. On an over- 
all share-of-audience basis, WNAX aver- 
ages more than 3 times that of its nearest 
competitor. Locally produced shows ac- 
count for 48% of the quarter-hours cov- 
ered by the diary, with a 28%-average- 
share-of-audience, fantastically high in 
view of the fact that 52 stations received 
mention in the study. 


THE DIARY STUDY** proves the un- 
questionable dominance of WNAX. Big Ag- 
gie Land is a rich, fertile area well worth 
your cultivation. One radio station, and 
only one station, delivers it—solidly. That’s 
WNAX, where you belong to keep your 
sales up and your sales costs down. Further 
information from The Katz Agency. 


*All % comparisons express 1952 increase over 1945. 
**For a copy, write Dick Harria in Yankton. 
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Appoints Walter McCreery 
Walter McCreery Inc., Beverly 
Hills, Cal., agency, has been ap- 
pointed to direct advertising for 
the Stauffer System, Chicago, na- 
tionwide chain of more than 250 


health and reducing salons. In- 
cluded will be the new Stauffer 
posture-rest home plan. A test 


campaign in Southern California, 
using radio, is under way. Other 
media will be added and the pro- 
motion expanded to other markets 


United Television Programs, Gross-Krasne 
and Studio Films Form TV Film Triumvirate 


New York, Dec. 16—United which is not a merger, will be an 
Television Programs, video film expanded operation using the ad- 
distributor, last week joined forces ditional production facilities and 
with Gross-Krasne Productions, financial resources of all three. 
producer of original films for TV, Coincident with this move Will- 
and Studio Films, a library serv- son M. Tuttle has resigned his 
ice. position as v.p. in charge of radio 

The object of this association, and TV for Ruthrauff & Ryan to 

- become president of United Tele- 


Incomplete... like a 
‘media schedule without The Elks 


Over one million mature family men, with incomes 
double the national median, want your ads to succeed 
in The Elks. It is theiy magazine, fraternal in nature, 
national in scope, high in editorial excellence. At only 
$2.14 per page per thousand, The Elks delivers a mass 
market with class incomes. 


THE 


MAGAZINE 


NEW YOK « CHICAGO « DETROIT « LOS ANGELES 


vision Programs. He developed and 
produced many programs during 
his 13 years with the advertising 
agency. 

Mr. Tuttle replaces Gerald King, 
who moves up to chairman of the 
board of the distributing company. 
One of the founders of UTP, Mr. 
King is president of Standard 
Transcription Services. Milton 
Blink, executive v.p. and co-found- |} 
er of UTP and a partner in Stand-| 
ard, is now treasurer as well as} 
executive v.p. of UTP. 


# Ben Frye, general manager of | 
Studio Films, for which he has 
produced more than 400 short sub- | 
jects, will be v.p. in charge of| 
sales for UTP. Studio Films, of | 
which Sam A, Costello, owner of 
the Elmendorf Farms in Lexing-| 
ton, Ky., and a racing and breed- 
ing enthusiast, is president, re-| 
cently acquired the Snader Tele-/| 
scription library of more than 800 
short films. | 

Third member of the new team | 
is Gross-Krasne, headed by Jack} 
J. Gross and Philip N. Krasne. | 
This company produces Lever 
Bros.’ “Big Town” (CBS-TV) and 
is shooting four films for “Lux} 
Video Theater” (CBS) which will} 
make a test switch from live to| 
film programming soon. The pro- | 
ducer also owns California Studios, 
a lot of major proportions in Holly- 
wood. 


STAMATY 


| 
‘a Now in the process of reorgani- | 
zation to integrate its new per- 
sonnel and facilities, UTP will 
keep its main office in New York. 
The distributor expects to an- 
nounce new film properties for na- 
tional and syndicated sponsorship 
soon. The company’s catalog of 


a 
$10,000,000. 


eas i fifty years of experience 


— availabilities currently represents 
film investment of more than 


Each of the participating com- 
| panies retains its separate entity, 
but their principals will direct the | 


CHICAGO'S operation of UTP. Its new board 
: . f fin intin of directors includes Messrs. King, 
LARGEST in the production of fine printing Tuttle, Blink, Frye, Costello, 
P A A <rasne and SS. 
FINE plates lies behind the high stand- ae ee eee 
, N. Y. Station Representatives 
PHOTO- ards of craftsmanship that are ap- Elect John Blair President 
: ® ot 3lair, chairmé 

ENGRAVING plied to all plates made in our plant. men" el Edits Teen Gan cae 
Blair TV, has been named presi- 
PLANT dent of the Station Representa- 


JAHN ®& 
OLLIER 


817 West Washington Blvd. 
Chicago 7, Illinois 
MOnroe 6-7080 


tives Assn., New York. Joseph J. 
| Weed of Weed & Co., the out- 
going president, becomes a mem- 
| ber of the board. 

Other officers elected are John 
E. Pearson, John E. Pearson Co., 
v.p.; Adam J. Young Jr., Adam J. 
Young Jr. Inc., secretary; Thomas 
F. Clark, Thomas F. Clark Co., 
treasurer, and Russell Woodward, 
Free & Peters, and Joseph Timlin, 
Branham Co., directors. 


Set ‘GM Motorama of 1953’ 
General Motors Corp., Detroit, 
will unveil the first complete dis- 
play of its 1953 automotive lines at 
New York’s Waldorf-Astoria Hotel 
Jan. 17-23. The show, to be known 
as “GM Motorama of 1953,” will 
bring together the 1953 versions 
of Chevrolet, Pontiac, Oldsmobile, 
Buick and Cadillac. Each division 
ww? unveil special cars designed 
for the show. In addition, the two 


... plu 
ENGRAVING COMPANY | 7°” 


GM experimental cars, Le Sabre 


COMPLETE and XP-300, will be featured. 
OFFSET Names William Lansburg 
REPRODUCTION or Ravcraft Co. Oakland, Cal, has 

pivision _| bese Samed simoawr of aaesette 


for the National Pressure Cooker 
Co., Eau Claire, Wis. 
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Getting Personal 


Jack Lutz, leading newspaper representative, says his winter home 
at Lake Worth, Fla., is in an advertising colony. Among his neigh- 
bors are Norman Green, ex-Crowell-Collier, Lake Worth; Russ Van 
Gunten, ex-Foote, Cone & Belding, West Palm Beach; Dick House, 
ex-Literary Digest, Ft. Lauderdale, and Larry Meyer, ex-Interna- 
tional Cellucotton, at Lady Lake. . . 

Cap Towle, famous color consultant of Merry Point, Va., who has 
served Campbell-Ewald, Pittsburgh Plate Glass Co. and many other 
well-known companies, was recently awarded a Carnegie Hero 
medal for saving the life of a little girl in the Corotoman river in 
1951... 

Ray Phelps, media director of Earle Ludgin & Co., Chicago, is 
well on the way to developing an “advertising family.” His son-in- 
law, David Morse, is ass’t. space buyer at Compton. Mrs. Morse, 
Ray’s daughter, a former mod- 
el, was recently made assist- 
ant to the fashion editor at 
Woman’s Home Companion... 

One of the bigger Christmas 
parties in Los Angeles each 
year is that of the Magazine 
Representatives Assn. of 
Southern California, now in 
its fifth year. The group, con- 
sisting of representatives of 
both trade and consumer mag- 
azines, invited principal agen- 
cy executives in the area to a 
two-hour cocktail party (Dec. 
16), with few failing to turn 
out. A total of 316 were in- 
vited this year... 

Donald B. Abert, business 
manager of The Journal Co., 
publisher of the Milwaukee 
Journal and operator of WTMJ 
and WTMJ-TV, has been 
elected 2nd v.p. of the Mil- 
waukee County Council, Boy 
Scouts of America... 

Kenneth J. Ward, a v.p. of 
J. Walter Thompson Co., has 
been appointed public rela- 
tions chairman of the 1953 
drive of the Chicago Heart 
Assn. The radio and television 
chairman will be Don P. 
Nathanson, a v.p. of Weiss & 
Geller. The campaign, taking 
place in February, has a goal of $600,000 in Chicago... 

Robert A. Uihlein Jr., v.p. in charge of sales for the Jos. Schlitz 
Brewing Co., Milwaukee, has been appointed chairman of the 1953 
fund raising campaign of the Milwaukee division of the American 
Cancer Society... 

John Bronis of Fairchild Publications is letting business interfere 
with the pleasure of a winter vacation. He left on Dec. 19 for Miami 
Beach; will return Jan. 4 for the home furnishings market in Chi- 
cago, and then go back for three more weeks of Florida sun... 

John J. Kearney, business manager of Corset & Underwear Re- 
view, New York, was honored by members of the trade at a dinner 
on Dec. 11, marking his 34 years of association with that publica- 
tion. He will retire early next year...AA’s space salesman Jim 
Greenwood is recovering nicely at home following a knee opera- 
tion... 

William R. Duffy, TV art director of McCann-Erickson, has been 
elected chairman of the 32nd exhibition of advertising art sponsored 
by the Art Directors Club of New York. ..Lou Weintraub of Pavelle 
Laboratories’ industrial and professional division, is a first-time 
father. His daughter, born Nov. 30, is named Tobey Sue. Mrs. Wein- 
traub is the former Renee Arum of Universal Publishing. ..Add to 
the list of new papas: Chuck Lilienfield, v.p. of Schwimmer & Scott, 
Chicago agency, whose first-born, a daughter, checked in Nov. 30... 

The Cleveland ad fraternity gave a dinner on Dec. 15 in honor 
of Charlie Lippold, who is leaving the Cleveland office of Iron Age 
to become sales manager in New York... Hallandale, Fla., half 
way between Miami and Hollywood, is a new spot for vacationing 
broadcasting and advertising people. Cemdr. Mortimer W. Loewi, 
assistant to the president of Allen B. DuMont Laboratories, and his 
son Bob, a DuMont producer, have added cottages and bachelor 
quarters to their Out of This World Inn, which has been operated as 
a restaurant... 

F. Earl Crawford, feature ad manager of the Charlotte Observer, 
wound up a sixth successful year as general chairman of the Caro- 
linas’ Carrousel, Charlotte’s Thanksgiving festival. This year’s 
event included a “Knight Society” with 100 prominent men as in- 
vited members... 

Two weddings are set for WHBF, Rock Island, Ill. On Dec. 27 
Jackie Tattman, the Pat Scott of the WHBF-TV House Party pro- 
gram, weds Ben Matthews of Davenport, Ia. On Feb. 7 Dorothy 
Jean Myers, head of the radio and TV continuity department, will 
be the bride of Don Lerch of Rock Island... 

Kay Shinn, account executive, the Condon Co., Tacoma agency, 
has lots of fun with his first name. The other day he received a 
Navy certificate as Honorary Chief Journalist, WAVE. A short time 
before, he recalled, “in a communication from the Los Angeles Ad- 
vertising Women, I was given the opportunity to be the leading 
Advertising Woman of the West.” He added: “Last month at the 
Four A’s conference at Arrowhead Springs I was almost—but not 
quite—roommate of a woman speaker imported from the East. I 
wouldn’t trade my first name for anything—it leads down some 
strange and intriguing paths!”... 


SS 


VOODOO—" Find the uncommon,’ Robert 

W. Orr agency tells its personnel, so Resort 

Airlines copywriter Bill McQuillan brought 

back this voodoo drum from a recent trip 
to Haiti. 
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PARTICIPATION 


... it gives Country Gentleman added power far beyond the intensive readership it gets among millions of families. 


Country Gentleman readers are local leaders, and hundreds of thousands are working with the editors outside 
as well as through the magazine's pages—in their homes, in their communities, by mail . . . 


ON BEAUTYS thousands of women have houses, farm buildings and other farm construc- 

participated in Beauty Jamborees led by Country tion. 

Gentleman's Beauty Editor in farm women's 

homes . . . other thousands are organizing their ON VACATION TRAVELS Rural fam- 

own Jamborees with guidance by mail. ilies turn to Country Gentleman for help on where : i = 
to go, what to wear, what to see, where to stay— 4 


me ie 8 
wind See opera sista 


ON COMMUNITY PROJECTS: More 
than 475,000 women in over 15,000 rural clubs 
are working together in the Countrywomen's 
league, directed by a Country Gentleman editor. 


ON BUILDING: Over 1,000 readers monthly 


are getting advice and plans from editors for 


averaging 1,000 monthly in first year of service, 
with current peaks up to 1,600. 


ON PATTERNS: Volume in first half of 
1952 up 26% over same period last year .. . 
requests for service leaflets of all types running 
beyond 22,500 a month. 


PAINE A Pa 


And through its pages, the new Country Gentleman coming in February will have wider and deeper influence 
than ever: Greater readership with more articles, more color, faster pace ... a steadily growing audience. 


Circulation is already well over the 2,300,000 rate base, with 2,425,000 estimated for February ... and more 
bonus is coming with present indications that the 2,500,000 mark will be passed in the first six months of 1953. 


| Wells Country Gentleman 
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Supplies Background Material 
on Liggett & Myers Case 

To the Editor: I have read with 
interest the editorial from your 
Nov. 10 issue, entitled “Federal 
Commission Injunctions.” 

rhe editorial states that the 
commission sought a federal court 
injunction against Liggett & Myers 
before issuing a complaint against 
the advertising in question. This 
is correct. The injunction was 
sought before the complaint is- 
sued, although the commission 
has jurisdiction under Section 13 
of the Amended Federal Trade 
Commission Act to seek such in- 
junctions not only pending or prior 
to the issuance of its complaint un- 
der Section 5, but also after such 
issuance and until such complaint 
be dismissed by the commission, 
set aside by the court on review 
or until the order of the commis- 
to and desist made 
thereon has become final within 
the meaning of Section 5. In other 
words, the seriousness of a false 
advertisement might not be rec- 
ognized until after a complaint 
has issued and the trial of the 
Mase has gotten under way. Peti- 


— a 


Sion cease 


This department is a reader's forum 


The Voice of the Advertiser 


Letter: 


tion for injunction may be sought 
in appropriate cases at such time 
or at any time before the commis- 
sion’s order has become final un- 
der the law as well as pending or 
before the issuance of complaint. 

The statement in your editorial 
that there is at least a suspicion 
that more than one advertiser in 
the past has “banked successfully 
on this slow-motion activity to use 
material which he knew would be 
outlawed ultimately” is correct. 
In the case of the Liggett & Myers 
advertising, the commission con- 
sidered that, since similar adver- 
tising of certain of their competi- 
tors had been stopped through the 
issuance of orders to cease and de- 
sist, which orders had become fi- 
nal and were therefore fully ef- 
fective, it would be neither equi- 
table nor in the public interest to 
permit Liggett & Myers to con- 
tinue this advertising believed to 
be false until the issues could be 
determined through the usual le- 
gal proceedings. 

The further statement is made, 
however, in your editorial that 
“if the FTC rushes in with an 
injunction quickly, advertisers 


are welcome 


THE 
reaches a surprisingly 
d responsive market for 
ye processing equipment 
CPCI and for grain and 
feed handling ma- 
chinery of all kinds. 
Be 5 Your inuiies are in 
‘ ANdover 3-3042 vited. 


A 


sion, I think it would be one of 
the most dangerous powers that 
it could possibly assume.” 

From time to time since then, 
suggestions have been made from 
various sources that advance opin- 


could get into serious diffi- 
culties” and that “if the in- 
junction is used, it seems to us, it 
would be only fair for the FTC 
to set up some procedure for clear- 
ing claims in advance.” In the 
Liggett & Myers case, the proposed 
respondent knew that this adver- 
tising was seriously questioned 
and opportunity was given Liggett 
& Myers through their counsel to 
correct the advertising several 
weeks before the petition for in- 
junction was filed. It was only 
after no satisfactory progress had 
been made in this direction that 
the commission filed its petition 
for an injunction. Your suggestion 
that if the injunction be used, it 
would be only fair for the com- 
mission to set up some procedure 
for clearing claims in advance, is 
a matter that presents serious dif- 
ficulties. Before the Federal Trade 
Commission began to function as 
a regulatory agency, the question 


of the advisability of rendering | 


advance opinions was considered, 


ions or official consideration of 
false advertising should be had 
prior to the issuance of complaints 
by the commission and the mani- 
fest difficulties and objections 
have prevented the commission 
from attempting such procedure. 
On the other hand, it is only fair 
to state that conferences are fre- 
quently held between proposed 
respondents and the legal staffs 
of the commission in which al- 
leged violations of the law are 
pointed out and unofficial opin- 
ions are freely expressed by said 
staff so as to give the advertiser 
who is honestly seeking to comply 
with the law as much assistance 
as possible, short of rendering 
opinions which would thereafter 
be binding upon the commission. 
There are, of course, certain types 
of cases where such unofficial 
opinions cannot be expressed. Dis- 
cretion for determining such mat- 
ters must lie with the members 
lof the staff concerned. 

It should also be understood 
that resort is had to the injunction 
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mergers and changes of ownership. 
Months ago I tried to get informa- 
tion about old breweries first from 
business papers in the field, with- 
out success, and later from the U.S. 
Brewers Foundation. The librarian 
at the foundation told me they had 
a book, “History of the Brewing 
Industry and Brewing Science in 
America,” but someone else was 
using it. After a three-week wait, I 
got hold of it and found it had been 
published in 1933, su that the in- 
formation in it is out-of-date. It 
has a chronology of breweries in 
existence at publication time, but 
a large portion of those listed are 
no longer in operation. Of those 
still in existence, a good share now 
claim different founding years. D. 
G. Yuengling & Son is one of the 
few which still uses the same 
founding year as that reported in 
the book. 
| It is not a criticism of a brewery 
| (or any other company) to say it 
|changes its founding date. New 
evidence, such as the discovery of 
an old document or an entry in an 
| old directory, may indicate greater 
j}age than previously _ believed. 
| There may have been a merger, 
| and the founding year of the oldest 
| component company may be used. 
| Some firms scrap their earlier his- 


and, Louis D. Brandeis, who had | procedure only in cases where in-|tory and assume they started at 
had a good deal to do with the|jury to health may be involved | the time of a merger or reorganiza- 


legislation, sat in conference with 
the members of the commission 
and advised against any such pro- 
cedure. This was, of course, before 
Mr. Brandeis’ appointment to the 
Supreme Court. He said, among 
other things: 

“It would be a very convenient 
thing if a man could come before 
your body and say, ‘Here are the 
facts; is this right? Can we do 
this, or can we do that?’ It sounds 
very alluring. I believe it to be 
absolutely impossible of proper 


application, and for this commis- | 


jor serious economic losses, and, 
}since the jurisdiction to issue in- 
jjunctions rests in the federal 
;courts alone, it is not likely that 
they would be granted unless the 
lcommission makes the _ proper 
|showing required by the statute. 
Furthermore, injunctive _ relief, 
the authority for which is granted 
in Section 13 of the commission’s 
}act, can only be secured in con- 
|nection with the false advertising 
lof food, drugs, therapeutic devices 
and cosmetics. 

Incidentally, you are probably 
jaware of the fact that Judge Kauf- 
;}man denied the commission’s ap- 
|plication for a temporary injunc- 
tion in the Liggett & Myers case 
on Dec. 1, 1952. The commission 


} 


me | today [Dec. 4] decided to file an 


MESS - LMP ys sy 


ae a any, 


|appeal from this decision. 

| Your interest and that of ApvER- 
tistnc AGE in this problem is a 
healthy omen for those who would 
like to see more truth in advertis- 
ing. I think that it is to the best 
interests of both the consumer and 


should be freely and fully dis- 
cussed. Out of such discussion 
should come constructive progress 


‘ in the public interest. 


STEPHEN J. SPINGARN, 
Commissioner, Federal Trade 
Commission, Washington, D.C. 


Company Founding Dates 
May Change, Expert Says 

To the Editor: It is commendable 
for John P. Weidenhamer to stand 
up for his client, D. G. Yuengling & 
Son, of Pottsville, Pa., believed by 
him to be the oldest brewery in 
America (AA, Nov. 24). 

I take issue, though, with Mr. 
Weidenhamer, on his premise that 
your writers erred in not securing 
more “facts,” since, he claims, 
these would be “readily obtainable 
in checking through the brewery 
' industry records.” 

In almost any industry there are 
usually at least two contenders for 
the honor of being the first, or the 
oldest, in the country; and Solomon 
, himself, with all his wisdom, would 
find it difficult to decide who is 
right in most of these controversies. 
One firm may have been estab- 
lished earlier than the other, but 
have suspended operations for a 
period. One bank may have been 
chartered earlier than another, but 
the other may have opened its 
doors first. And so it goes. 

The brewery industry, in partic- 
ular, has gone through many 
changes, and has been subject to 
more than the usual number of 


the business world generally that | 
the pros and cons of such issues | 


| tion. 

} Erna M. KELLEy, 
Editor, “Business Founding 
Date Directory,” Scarsdale, 
N. Y. 


* + a 

Orcco, Too, Has Adman Model 

To the Editor: I’m not nearly 
jas immodest as Mr. Ogilvy, who 
| recently modeled for a client’s ad- 
| vertisement. However, in the at- 
| tached folder I’m the gent who lost 
| his pants. It’s quite logical for me 
| to pose thusly because some four 
| years ago I lost my shirt in the 
| Tecate bankruptcy. 
| However, this photograph was 
taken during the shooting of a 
publicity layout. I required a pho- 
| tograph of the famous All-America 
| star, Glenn Dobbs. He had come 


| “What good is a suit 
without pants?” 
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...and what good is carpet 


without lining? 


| 
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to practice in jeans and a T-shirt 
so he borrowed my slacks for the 
| photograph. The photographer 
| took this candid shot of me when 
| I was bereft of my pants! 

| The use of the photograph in the 
Orcco advertisement was necessi- 
| tated by a printing deadline—pos- 
|sibly my headline influenced the 
| selection of the photograph. The 
| client had no objection to my hairy 
| legs and no aversion to saving the 
cost of model fees and photog- 
raphy. (Several models ap- 
proached on the assignment 
wanted double fees for the “in- 
dignity”!) 

The Orcco campaign is part of 
a “trade excitement” schedule 
in Retailing Daily, which begins 
with a spread on Dec. 1 in Pacific 
Trends and is to be followed by 
weekly full-page advertisements 
beginning Dec. 29, for a period of 
13 weeks, part of an over-all 32- 
page schedule in this trade publi- 
cation. 

I hope that Mr. Ogilvy and I 
haven't started a vogue for admen 
posing in their own ads. I promise 
not to appear again in the Orcco 
series. 


JERE BAYARD, 
Jere Bayard Advertising, Los 
Angeles. 
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NBC opens a new era for local advertisers... 


television dram 


ata 


ictical price 
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pay “Douglas Fairbanks, Jr. Presents (Your Brand Name) Theater” 
© : 


No more must local and regional adver- of suspense, high comedy and deep drama 
tisers settle for less than the very finest ... and its host, director and occasional 


TV drama to showcase their products. star is Douglas Fairbanks, Jr.. himself. 
For now NBC presents 39 half-hour film 
programs that measure up to the best 


“Douglas Fairbanks Presents” is a pro- 
gram for local advertisers to use with 
ever offered by network television, Holly- pride, and success—similar network TV 
v.ood, or the Broadway stage. drama rates consistently in the 30°s and 
“Douglas Fairbanks Presents” is filmed 10's. Best of all, its al fine dramatic 
program at a practical price. 


on location in the great capitals of Amer- 


ica and Europe. It stars the top talent of For further information on this new film 
two continents in a variety of original series, and other NBC Quality Films, 


and classic stories... it runs the gamut write. call, or wire: 
Contact your 
i nbc Kilm. 


repracontotive< 


an a! 30 Rockefeller Plaza, New York 20, N.Y. © Offices in: New York, Chicago, Los Angeles 


* a service of America’s No. 1 Network 
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Grovath of 
store-controlled brands 
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Is your a 


dvertising 


Competition for 
store display 


}geared to the job ahead in 1953? 


Major developments in retailing during 1952 
point up this basic fact: 


To make sound sales gains in the 
months ahead, the brand manufac- 
turer must build and continue to 
strengthen a consumer franchise for 
his product. 


As conditions work adversely against personal 
selling at the retail level, advertising will have to 
build this consumer franchise. More than ever 
before, advertising will determine the winners in 
the battle for strong brand preference which has 
become the key to greater profits. 

Is your advertising geared to the job? 

It is when you plan your promotion according 
to the Chicago Tribune’s consumer-franchise plan. 
Proved successful time after time by manufac- 
turers who have used it in the important Chicago 


market, it is a procedure you can apply profitably 
in any market. 

Thru the Tribune’s plan, you get more than 
consumer awareness. You get consumer demand 
because your advertising sells according to the 
way your prospects buy. 

It produces the volume and quick turnover re- 
tailers must have. It enables your salesmen to 
sell more and earn more. 

A Chicago Tribune consumer-franchise plan 
can help you get immediate sales increases in 
Chicago without resort to costly deals. It can earn 
greater returns on every dollar of your 1953 
Chicago advertising appropriation and help you 
hold your gains. 

For full details, ask a Chicago Tribune adver- 
tising representative to get together with you 
and your advertising counsel soon. Why not call 
him today? 


CHICAGO TRIBUNE 


* THE WORLD'S GREATEST NEWSPAPER 


ADVERTISING SALES REPRESENTATIVES 


Chicago New York City Detroit 
A. W. Dreier E. P. Struhsacker W. E. Bates 
1333 Tribune Tower 220 E. 42nd St. Penobscot Bldg. 


SUperior 7-0100 MUrray Hill 2-3033 


WOodward 2-8422 
MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


Los Angeles 

Fitzpatrick & Chamberlin 
1127 Wilshire Blvd. 
Michigan 0259 


San Francisco 
Fitzpatrick & Chamberlin 
155 Montgomery St. 
GArfield 1-7946 
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Feature Section 


Advertising Age 


THE NATIONAL NEWSPAPER.OF MARKETING 


Mediamanship-From the Seller's Side 


In the Dec. 1 issue of AA an unidentified media man in one of the coun- 
try’s largest agencies related his reaction to a good many years of media 
pitches of all sorts and kinds and conditions. AA suggested then that “per- 
haps an anonymous space or time salesman would like to classify agency 


media men similarly.” 


The ink on that issue was scarcely dry when along came a note from 
“Just an Old Bird-Dog” addressed to “Dear Mr. Media Director.” It said: 
“Using the same rough (!) outline as your splendid article in the Dec. 1 
AA, I have taken the liberty of describing you and your fellow media direc- 
tors in a similar vein... Momentarily, I become a copywriter...” 


I. Approaches 

1. The name-dropping greeting—The big 
shake-and-smile while saying.. .“Yes- 
terday at lunch, Mel Smerd II told me 
that things are going pretty well for you 
over at Popular Gags. I told him we 
will probably give him the business in 
spite of you...Hah...Hah...” It’s always 
Sam or Fleuer, or Bernard, always a 
publisher or at the very least, your boss. 


2. The buddy-up strategy—The complete 
abandonment of facts and figures in 
favor of what fun was had by Mr. Me- 
dia Director at the recent party held by 
a competitive publisher. “When are you 
having your next party?” 


3. The blazed-trail list—The charts and 
blow-ups showing where the media di- 
rector has used the same magazines for 
30 odd years. “It would be a major up- 
heaval to use your magazine, just can’t 
be done, against precedent.” 


4. The loose account bid—As the space 
rep catches the lunch and cocktail check, 
the media director finishes a three-hour 
planned talk on why they can handle 
any new business the rep hears about. 
“It will be well worth your effort, in 
space placed, in your great publication.” 


5. The big job build up—A 30-minute talk 
on the importance of the media director 
with the account involved. Why it will 
do you absolutely no good to call on the 
client, and, confidentially, the account 
executive is about to be fired... “Don’t 
bother to even see him.” 


6. The border collie p!ay—The at- 
tempt to drive you bleating into the pen 
with the rest of the docile flock. “What 
are you bothering me about? I told you 
on the phone you had the business”... 
this is a fib.. .(sorry, Mr. Media Direc- 
tor) the rep does not have the business, 
but it’s the best way to keep him from 
disrupting the media director’s well- 
laid media plans. 


7. The non-competitive, “but” gambit— 
The statement about a competitive 
agency who works on an account that 
the media director would like to have 
in his shop...“With our experience in 
this field. ..next time you see them, ask 
if they might be interested in the best 
agency they could use.. .etc.” 
(Listening time...the time required to 
give a pitch about your magazine.) 


Il. Middle Games 

8. The orphaned pilot study...(made by 
agency)—-Same as in your original 
theme, Mr. Media Director, but always 


pre-planned to be favorable to the se- 
lection of media already made by the 
agency. 


9. The quantitative quality—The presen- 
tation through startling box-car figures 
which absolutely can’t be disputed by 
the magazines not on the list. 


10. The qualitative quantity—The stag- 
gering success enjoyed by your client 
since he started to take your advice and 
use your media selection. 


11. The generalized specific—The indica- 
tion that there will be many magazines 
on the list. “You might even get the 
break and be among them. Who knows? 
Wouldn’t you like to know...You can 
rest assured, they will use magazines. . . 
aimed at a market...that’s all I can 
tell you.” 


12. The verdigrised golden mean—( Were 
you previously a copywriter?) The in- 
genious “I’m not a research man, of 
course, but I can hardly call this re- 
search valid. After all, the mean is con- 
fused with the average. It disagrees 
with everything we have found out on 
the same subject. Don’t show this to 
the client.” 


13. The shell game definition—Such as the 
term “audience” which is always a thing 
under the next shell. If you are a shel- 
ter magazine, the agency has to reach 
the women’s field, if you are a grocery 
store book, they are after the women’s 
service books. 


14. Disemboweled pie chart—I have no 
comparison. (What is it?) 


15. Banana peel baseline. The successful 
sales charts of the account in question 
always at the left elbow of the media 
director. This is readily presented to 
the space rep if he indicates that you 
have made a great mistake in selecting 
another book. 


16. The skewed parallel—The rate com- 
parison made by the media director for 
the client which conspicuously selects 
high priced media, yet fails to give cost 
per thousand figures. Love that 15%! 


17. The merchandising by-product—The 
size of space to be used, amount of 
money to be invested, and magazines to 
be used trussed behind a dense smoke 
screen with the demand for merchandis- 
ing support...“Magazine X is giving 
this, if you will do the same, you will 
get the business.” 


18. The late plate starter—The last min- 


Aim at All Year Mail Order Sales 


ute call from the media director beg- 
ging on his hands and knees for a 
month’s extention. “We just forgot about 
the closing date, Jack, old pal.” “We 
can’t go the expense of overtime printer 
bills on a $15,000 ad.” 


lll. End Games 

19. The position demander—After the or- 
der is in, the media director calls and 
demands a position at least opposite 
beginning editorial, if not, a cover posi- 
tion. 


20. Editorial Gemmee—A fine, friendly 


chat on the color page that is yours. The 
order will be ready before you leave. 


Salesense in Advertising ... 


Are Both Right, Both Wrong, or Wha? 


By James D. Woolf 
Advertising Consultant 

Reproduced herewith are two adver- 
tisements shooting at the same objective 
—namely, persuading us gents that the 
products in question help us get the gal. 

The Jayson ad attempts to do this with 
two come-hither im- 
ages: a wicked eye, 
green and greedy, and 
a pair of scarlet lips, 
lush and provocative. 

With the exception 
of five almost invisible 
words, “... because 
they fit to perfection!”’, 
the Jayson ad makes no 
effort whatever to bol- 
ster its promise with 
reason-why product information. 

The Kreml ad toots a brief pictorial 
note on the sexaphone with cheek-to- 
cheek drammer in which girl is horrified 
by unsightly dandruff “snowflakes” on 
the shoulder of boy. 

But the Krem| ad does not rest its case 
there. Krem] bolsters its promise with ap- 
proximately 1,300 words of 10-pt. copy. 

In these two ads we see represented two 
completely different schools of thought. 
Here are two products that are supposed 
to preserve and enhance the beauty of the 
male. Hence it can be fairly said that both 
copywriters were, as I’ve indicated, focus- 


-) 
James D. Woolf 


"Tee got my eve on the man 
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C.M. Makes Random Observations ‘ 
Step and Repeat in Offset 


Full Data Needed in Package Sizing 


By the way, what can you do editorial- 
ly? Nothing, too bad, can’t give you 
the order. 


21. The top brass quote—The friendly 

word—verb. sap. and you're the sap— 
that it’s not your fault that the account 
is going into another magazine. “And I'll 
tell Joe (my boss) that you did a swell 
job. Let’s not stir up a lot of trouble 
that could get Charlie (agency presi- 
dent) and me (media director) mad at 
you.” 
And yet—the MEDIA DIRECTORS are 
a pretty nice bunch of luncheon part- 
ners, and reasonably intelligent, after 
all. 
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ing their “attack” on the same end ois 
Yet the strategy and techniques they @m- 
ploy are light-years apart. Which is fight 
and which is wrong? Or—are both right, 
or both wrong, or what? ‘ 

Can it be that products such as Jaygon's 
—shirts, sport-wear, pajamas—are) so 
lightly regarded by men that they aré in- 
different, or even hostile, to facts about 
quality of material, workmanship, styling, 
etc.? Are purchases of these articleg of 
apparel so trivial that only appealg to 
male emotions, as opposed to appeals to 
what we call our “intellect,” are likely to 
be persuasive and convincing? 

This question often reduces me a 
state of genuine puzzlement. In this S- 
ent case, for example, what basic dissifmil- 
itude is there between a man’s shirt and 
his hair toric? Both products are ¢on- 
cerned with consumer problems—and the 
solution of problems, as we all know, is 
what effective advertising is all about. 
Why is it, if it is, that men will read 1,- 
300 words of fine text about “snowflakes” 
on their coat shoulders—-but will not read 
about torn buttonholes and other such en- 
raging shirt defections? 

Speaking only for myself, the Jayson 
ad leaves me cold as a welldigger’s “pig- 
gies.’ Over the years I’ve had a mess of 
trouble with shirts—buttons forever pop- 
ping off, frayed collar edges around the 
tie knot, 15-size neckbands that shrink to 
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a choking 14%, buttonholes that lose 
their grip, creeping shirt-tails, and other 
irritations of a less major nature. 

Hence it is that my attitude toward 
shirts is decidedly practical. I'm from 
Missouri. The Jayson ad promises that 
the ladies will have their eyes on me 
when I wear the Jayson brand. That's 
very nice as far as it goes, but it doesn’t 
go far enough—even if I believed it 

Only yesterday I bought a half-dozen 
shirts, at $4.95 per shirt, and they weren't 
Jaysons. I bought them from Montgomery 
Ward after reading, quite by chance, the 
following piece of catalog copy: 

‘SMOOTH, WASHABLE RAYON FAB- 
RIC. This Gabardine is soft and even- 
textured; it is exceptionally comfortable 
and one of the longest wearing of all 
shirt fabrics. Despite the moderate price 
this good-looking shirt has a hand picked 
collar and pockets, and a rayon satin neck 
voke. It is tailored the B.V.D. way, the 
quality way. Has two-button cuffs. The 
in-or-outer bottom stays in when worn in 
and looks trim outside slacks. Colors: 


Employe Communications. . . 


>, 
By Robert Newcomb and Marg Sammons 
‘The employes of a public utility are 
great good will ambassadors for it, in 
primciple at least, and nobody knows it 
bett@r than the public utilities. The in- 
ternal good feeling in most utilities is 
soufid and continuous, and there is a lot 
in the utilities’ bed-rock approach to 
workable communications that heavy in- 
d y could study. 
the past few years, the Kansas Gas 
& Ele: tric Co., with headquarters in Wich- 
ita, "has been providing sensible back- 
SG9und material in the operations of in- 
dustry for KG&E supervisors. These su- 
p@fVisors are spotted all around the state 
afid reaching them in person is no easy 
choge, which is why a portable communi- 
cati@ns program was evolved. Top officials 
joinéd the caravan in its journey to the 
provinces, and when they moved on, the 
folkg they talked to had learned more 
abo@t industry and the company 


@ The Kansas organization has now 
squared off with a grass roots program 
in communications, built around super- 
visors and aimed directly at the employes 
This is a three-part program—the indus- 


_ try, the company, and the company’s place 


in the community. Why is this being done? 
Let the company itself tell you: 

“Whether or not we do well for our- 
selves as individuals will be largely de- 
termined by whether or not our com- 
pany does well in its function of serving 
the public. The contribution to the en- 
terprise made by each one of us deter- 
mines the over-all progress of the organ- 
ization as a whole. Thus, as we better un- 
derstand the aims and objectives of the 
organization, our individual assignments 
become more interesting.” 


Gray, Dark Green, Tan Maroon.” 

Of course, as I have said, I am speaking 
only for myself. I am probably too old to 
buy shirts for the purpose of arousing 
wicked, green eyes and provocative scar- 
let lips. Be that as it may, I strongly 
favor the school of thought represented by 
JWT’s Kreml advertisement. 

But, you ask, is the Williams Kreml 
advertisement sending droves of men into 
stores for the product? I don’t have the 
figures, but I'll bet a shirt that it is. You 
can take your choice—a Jayson, a Mont- 
gomery Ward, or if you are a one-eyed 
guy, a Hathaway. I am confident because 
I have it on reliable authority that the 
Kreml copy strategy has been most ef- 
fective on Williams shaving cream and 
other J. B. Williams products. 

This final thought: The Kreml ad of- 
fers, in all seriousness, a credible solution 
of a genuine consumer problem. To many 
males the problem of capturing the fem- 
inine eye is genuine enough. But the Jay- 
son ad oversimplifies when it suggests that 
the solution is to be found in shirts. 


Communication for a Public Utility 


Twenty-two trained conference lead- 
ers conduct employe sessions on an every- 
other-month basis. Each group consists of 
15 to 20 employes. The course is built 
around some 20 pages of fact-packed ma- 
terial, designed primarily to inform and 
secondarily to spur discussion. The entire 
program is geared to encourage a free 
flow of questions from employe groups. 
The company wants to know what’s on 
the minds of employes. 


@ The second phase of the information 
program—the one devoted to the com- 
pany itself—gives employes a clear pic- 
ture of the organizational structure. It 
takes the organization chart apart, telis 
exactly what each department does, and 
describes the functions of each depart- 
ment head. It may be argued that this is 
a common practice, that companies all 
over the country give their employes this 
type of information. But the joker is that 
this is an extremely uncommon practice, 
and that very few companies around the 
country make the effort to inform their 
employes to this extent. 

One specific result of the KG&E pro- 
gram, and one which has manifested it- 
self even at this early stage of the game, 
is that employes in these informal groups 
are asking the sort of questions that will 
shape later programs 

Credit for the behind-the-scenes stim- 
ulation at KG&E goes to Frank Barr, vice- 
president, a large, affable and extremely 
candid man with a deft touch in the me- 
chanics of communication with employes 

He operates principally by instinct, a 
keen and dependable instinct which tells 
him that now is the time for manage- 
ment to talk. 


Mail Order and Direct Mail Clinic... 


Aim at All-Year Sales 


By Whitt Northmore Shultz 

Have you made your direct mail adver- 
tising plans for 1953? 

If not, it’s time you do, for your direct 
mail promotions require thought, imagi- 
nation and planning—equally as much as 
your sales efforts in any other media. 
Bring dynamic direct mail into your pro- 
motion picture in °53. You'll be pleased 
with the results. 

Three positive direct mail ideas came 
my way this week and I think you can use 


them as guideposts for the challenging 
year ahead 

The first idea was captured in a lead- 
in headline of a promotion letter from 
Orville E. Reed of Howell, Mich. The 
headline read: “You're missing a bet if 
you don’t sell all year ‘round!” 

How true that is. A 12-month business 
is a healthy business. Many firms let 
down after Christmas, feeling that volume 
sales just aren't available. What a mis- 
take! There is a market year ‘round, and 
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The Creative Man's Corner... 
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Got us baffled. 
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Purely Random Observations... 


One reason we're in favor of multiple tie-up ads is that they help prevent 
such a clash of claim and spelling as occurs in the Carnation milk and 
Baker’s instant cocoa ads—both of which appeared in the same issue of Life. 
What we'd like to know is this: If we mixed our Baker’s instant cocoa with 
Carnation milk, would the result be even more chocolaty—or chocolate-y? 


Another thing that has us spinning is the Sunbeam Shavemaster ad. The 
headline states that “in 1952 more men have switched to Sunbeam Shave- 
master than ever before in shaver history.” Could be, of course, that in 19451 
four men switched, and this year five switched. However, a sentence in 
the copy says: “Public enthusiasm is responsible for this LEADERSHIP.” 
(Incidentally, the caps are Sunbeam’s, not ours.) Our question is simply this: 
Does the fact that more men switched to Sunbeam in 1952 than ever before 
justify this claim of leadership? Or is it a fact that more Sunbeams are in 
use than any other electric shaver? How about it, Mr. Schick? 

We also see that a new million dollar improvement (in Shell X-100 motor 
oil) stops the major cause of engine wear. We've used Wesson oil in most 
of our cars—including the Simplex—and haven't been able to drive one of 
them more than a hundred thousand miles. Consequently, engine wear has 
been one of our major concerns as a motorist. To offset, it, we’ve tried melted 
lard, a combination of Vaseline and Vitalis and rendered pork fat. We were 
about to trade in the Dodge, which we've driven only 99,676 miles, but with 
the new Shell X-100 we're sure it’ll be good for at least another 20,000. 
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it's a constantly growing and changing 
market. Effective direct mail, beamed 
right, can track down that market and sell 
to it. 

Idea No. 2 came in the form of a terse 
but powerful message from the late and 
great merchandiser, John Wanamaker: 

“If there is one enterprise on earth that 
the quitter should let alone, it is advertis- 
ng. Advertising does not jerk—it pulls. 
It begins gently at first, but the pull is 
teady. It increases day by day, year after 

ear, until it exerts an_ irresistible 

ower.” 


= Planned, hard-hitting direct mail has 
at power. It has a momentum which 
irries many a business through dark 
ivys. People have a habit of saving and 
membering interesting letters, cards, 
lders, brochures and catalogs. Our ex- 
erience certainly indicates that our di- 
t mail outpulls and outlasts our na- 
nal advertising. 
It’s a scientific fact that the more you 
w, the more you reap. You reap sales as 
iirect result of intelligently created and 
planned direct mail. Direct mail pulls 
steadily and for a long time. 


When salesmen aren’t calling on pros- 
pects, direct mail fills in, because letters 
often go where salesman can’t go. Hence 
your direct mail should be coordinated 
with all your other forms of promotion. 
It's a mighty important member of the 
team. It should be put into the sales game, 
not left on the bench. 


@ You build a business with the future in 
mind. Future sales can depend, to a large 
degree, on the direct mail seeds you plant 
throughout the year. 

Idea No. 3, which also came in the mail 
this week, certainly smacked the bullseye 
too. The idea was summarized in the title 
of a recent and excellent talk given by 
John Yeck, of Yeck & Yeck Advertising, 
Dayton, O., who is the new president of 
the Mail Advertising Service Assn. 

“You Gotta Aim Before You Shoot!” 

That was the title of John’s talk. And 
how well it fits the subject of direct mail. 

Direct mail is the rifle of advertising— 
the message that goes direct from sender 
to recipient. John points out that “once 
you are able to see the target—once you 
know what type of people are your pros- 
pects and can get their mailing addresses 
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you advertise to the builder, 


this will help you get better results. 


The builder is essentially a manufacturer, just 
the same as the man who produces roofing, 
doors, windows, insulation, or any other build- 
ing product. The things the builder buys are 
raw materials or parts which he puts together 
to manufacture a house or other building. Like 
every manufacturer, the builder's first concern 
must be to produce a good product at the lowest 
possible price. Thus, he buys carefully, and 
when he buys, he is concerned not only with the 
first cost of what he buys, but also with the 
labor cost involved in installing it. For this 


> reason, he will often 


4 


Your Price -+Site Labor — Builder's Cost 


ise 


buy a more expensive 
+ = p} product if he can save 


money on its instal- 
= — lation. 


Because he is a 
manufacturer first and a merchant second, he 
is vitally concerned with manufacturing costs, 
and this concern becomes increasingly impor- 
tant as his operations get bigger. Thus, the 
builder of 100 homes is much more concerned 
with saving $100 on each home than the builder 
of one home, since 100 
times $100 is $10,000. a 

PRACTICAL BUILDER 
is the only magazine in 
the Light Construction 
Industry that has al- 
ways recognized the 
builder’s real function, 
and thus is the only real builder trade 
paper in the industry. There is no manufacturer 
publication that we know of — whether in the 


> 


@ $100 Less = 


Write for 


100 Houses 
$10,000 


chemical field, in power, glass, or even general 
magazines like Factory and Mill and Fac- 
tory, that does not have as its basic formula 
the theme, “Do it better for less money.” This 
is basic to any real business paper concerned 
with production, and it is basic to PRacticaL 
Buivper for the same reason, 


Consider one of the biggest builders of homes 
in the United States. This man is often referred 
to as a “merchant builder.” Yet his tremendous 
success in building many thousands of homes 
is not due to his smart merchandising, nor to 
any financing trick, nor to anything else so 
much as his success in manufacturing a better 
house for less money. This builder operates 
exactly as does any 
successful manu- 
facturer. He buys 
shrewdly and 
sharply and takes 
advantage of every 
cost-cutting, labor- 
saving idea he can find, read about, or invent. 
Because building know-how enables him to 
produce a house of greater value for less money, 
merchandising is the easiest part of his job. 


a ‘ 
$9,000 or | $10,000 


The Difference is 
Building Know-How 


Consider the enormous importanee to this 
builder of every $5 saved on each of the 5,000 
or more homes he has built since World War 
II. Then you may he sure that the bigger the 
builder, the more closely he will read PRacticaL 
Buitper, the magazine that gives him more in- 
formation on how to save money than any other 
builder magazine published. 


Practical 


a Copy of 
“Selling the 
Builder.” 


Builder ° 


5 South Wabash Avenue, Chicago 3, Illinois 
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—you can usually make direct mail pay 
better than any other type of advertis- 
ing.” 

I certainly agree. So, in 1953, I urge that 
you: 

1, Let direct mail, carefully planned, 
work for you year ‘round. 

2. Remember that direct mail pulls over 


Tips for the Production Man... 
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Step-and-Repeat in 


By Kenneth B. Butler 

The interesting possibilities of gang- 
running by step-and-repeat in lithography 
is interestingly described in Harris-Sey- 
bold Co.’s beautiful little publication, 
“Graphic.” 

The spread described how a plate for 
ketchup labels is prepared, using two 
step-and-repeat operations. First, the 
original set of color separations was multi- 
plied to 16-up on the positives. This was 
placed in a movable printing frame for 
the second step-and-repeat operation. 
This positive was then positioned over a 
part of the sensitized plate, printed, then 
“stepped” to adjacent areas and “repeat- 
ed” until 126 body labels are printed on 

plate. 
y the same method, 128 images of the 
duct’s neck label were printed on the 
game plate. In all, 254-up on one form. 

The whole is produced in accurate reg- 
ister, ready to be die-cut after printing. 

The same discussion showed how 12- 
sheet posters are produced in the same 
plant, Gugier Lithographic Co., Milwau- 

. The same press prints 1/12th of an 
door poster on each plate 
or the poster, the working art was 
t color separated into a set of five 
-line film positives measuring about 
36”. Register marks on each positive 
de it into 12 rectangular areas—one 
fo® each sheet of the finished poster. Each 
@f these twelve sections is blown up by 
the magic lantern principle, using either 
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a long period. And that direct mail with 
its snowballing, cumulative impact often 
goes where salesmen fear to tread but 
where new business rests, ready to greet 
your ever-working mail salesman. 

3. Aim your direct mail in the right 
direction during 1953, and watch it go to 
work for you. 


Offset Lithography 


a lithographer’s copy camera or a special 
projection machine very much like a 
large view camera. 

Years ago, 24 sheets of paper were need- 
ed to make an outdoor poster. The “24- 
sheet” name has stuck, but today the 
standard 236x105” poster usually consists 
of ten or twelve sheets. 
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LABELS, 254-UP—Ketchup labels and neck 
labels gang-run from plate made by step- 
and-repeat process from single art, and 
run by offset lithography. They are die- 
cut after printing. 
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| The Lasker Story...As He Told It 


XXIV 
The News Is: ‘Shot from Guns’ 


In last week’s instalment Mr. 


Lasker told about Lord & Thomas’ 


work for International Cellucotton on the Kotex and Kleenex accounts. 
This week he relates the plan behind the naming of Quaker Oats’ new 


products, 
opment of their advertising. 


There is much in merchandising that an 
agency always must do for the adver- 
tiser, because salesmanship in print is 
copy, and copy must be salesmanship in 
print. Salesmanship in print must tell 
what the consumer wants to know, and 
there are certain things that the consumer 
wants that maybe the goods haven't in 
them inherently, and the good agent 
must see that the goods are changed. 

He tells this to the advertiser from the 
richness of his experience. And right here 
is the trouble with our business: A man 
is spending $2,000,000 and we get $300,000 
in commissions. He looks at those com- 
missions and he forgets that it costs us 
10% to do business, before we have added 
any extra expense, and he thinks of all 
the money the agent is making and so 
he wants the agent to do a world of ex- 
traneous things. 

He forgets that the agent may sit down 
and in the second hour: he is doing busi- 
ness with him—from the richness of his 
experience-—give him ideas that he 
learned in another place, that can be ap- 
plied to his business that, if he paid that 


Puffed Wheat, Puffed Rice and Quick Quaker, and the devel- 


agent $300,000 a year every year, he 
would never pay him anywhere near 


what the ideas are worth in earning 
power. 
® Now, why isn’t, there proper apprecia- 


tion of agency service? Because in the 
competition for business we have dis- 
counted the power of advertising and the 
power of seasoned agency experience un- 
til the advertiser has been led to expect 
new gymnastic miracles every once in a 
while—miracles which can’t be per- 
formed. He may go two years, he may go 
three years, he may go five years until 
he needs some of this extraordinary ad- 
vice, but many a worse agent has it on 
tap besides Lord & Thomas. 

I remember years ago when we first 
got the Quaker Oats Co. account, they 
were doing their advertising through an 
agency that charged them $10,000 a year 
and they had the right to place all the 
advertising they wanted through this 
agency. Then they decided that they 
needed an outside viewpoint on a product 
they had great confidence in. It was 
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called “Wheat Berries” when made out 
of wheat and “Puffed Berries” when 
made out of rice. But they were making 
no progress. They said: 

“From within our organization we 
haven’t the viewpoint. We must send for 
an outside viewpoint.” They sent for 19 
advertising agents, and Mr. Hopkins and 
I went to see them, and on our first in- 
terview, within ten minutes from the time 
they gave us their problem, we gave 
them our solution and they awarded us 
the business. I think it is 15 or 16 years 
that we have been with them, and they 
have never digressed for one moment 
from what we advised in that first ten 
minutes. 

We said, “Here, you are running pic- 
tures on your rice and you are showing 
pictures of Japanese and Chinese eating 
rice. The American people don’t want: to 
be Chinafied. You are insinuating to them 
that they should adopt what they consider 
a lower standard. There is no news value 
in your copy.” 

And they explained to us how they 
made these things—that they actually 
shot them, after heating them up to a high 
temperature, from wooden guns, explod- 
ing them in cold air; that broke up the 
starch cells and they became eight times 
their natural size. 


s We said, “In our copy let’s just tell 
the story of what you do. There is news in 
that and people will read news. You are 
just telling about the finished product, 
when the news of your product is the 
wonderful way it is made.” 

And then we said, “Why do you call 
one of your products ‘Wheat Berries’ and 
the other ‘Puffed Berries’ with a divided 
appropriation? You haven’t enough ad- 
vertising behind either one.” 

And they said, “Well, we want to sell 
both. If we call them both by the same 
name, people may use one or they may 
use the other, but they won’t use them 
both.” 

And we replied from prior experience, 
not because we were smarter or more 
able than the client. I have no doubt that 
we have many clients who, if they had 
had our experience, would be much abler 
at interpreting the consumer’s viewpoint 
than we are today. I want to emphasize 
that, because I mean it. I want to deify 
the advertiser with himself and give him 
a little more appreciation of himself than 
he is willing to give, because he deserves 
it and he will get better service out of us 
and a better cash drawer result if he un- 
derstands our limitations. And we can well 
afford to concede our limitations because 
the power of the experienced advertising 
agent is so wonderful that he doesn’t 
need anything extraneous to make a 
strong case. 

Anyhow, we said to the Quaker Oats 
people “Why have two appropriations? 
Why call them two things?” 


# And they answered just as I told you 
before. But we said, “Here, we cannot 
fool the public. When they get it they will 
see one is wheat grains that have been 
puffed and one is rice grains that have 
been puffed, and they are going to make 
their selection anyhow. So let’s advertise 
them both together and get a big ap- 
propriation and let normal selectivity 
take its course. What you want is to have 
the public pleased, and if a man is going 
to be more pleased with wheat than he 
is with rice, then let’s have him using 
wheat.” 

They said, “All right, let’s call them 
both by the same name,” and so they 
called one “Puffed Wheat” and the other 
“Puffed Rice.” 

Then we said, from our experience, 
“You are charging too little for these 
goods. You give three and a half ounces 
for 10¢, and with another product that 
goes on the same breakfast table you give 
22 ounces for 10¢. Now, that shows that 
the people who buy the puffed product 


aren’t considering food value. You are sell- 


ing so little of these products that you can- 
not even afford to sell them at 10¢. These 
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products are luxuries, and we want you 
to raise the price, and that increased price 
will give you more money for advertis- 
ing.” 

And they did it and the price has al- 
ways been kept up. They had made the 
price ten cents because other food prod- 
ucts were selling at ten cents, but it was 
out of proportion, and we said to them, 
“Anyone who will give ten cents for 
three and a half ounces” (or four and a 
half ounces or whatever it was) “shows 
they don’t care about what they pay. A 
little more is no more.” And the Quaker 
Oats Co. has been our valued friend 
and client ever since, and subsequently 
awarded us the Quaker Oats advertising, 
within a couple of years. 


# Well, within a short time there came 
a new style of oats in America, oats that 
were partly cooked. When Quaker made 
their first experiments they didn’t tell 
us about it and they got out some pack- 
ages under the name of “Instant Quaker.” 
When we saw the packages we sug- 
gested they change the name to “Quick 
Quaker,” because “Quick Quaker” had an 
appeal to it that “Instant Quaker” did not, 
and it had the additional value that 
“Quick Quaker” could not very well be 
imitated. We suggested that name and 
they adopted our suggestion. Now, we 
were worthy of our hire, even if it took 
us years to make another suggestion. 
But some of the men in the company 
didn’t know how to advertise the new 
product. They said, “Here, we have this 
wonderful business on the old-style 
Quaker, and we don’t want to hurt that.” 
Our answer to them was, “Turn back 
a page from your own experience. If you 
so much as sell both of them, the public 
will finally come to its own conclusion, 
and what you want to do is be sure that 
the public can get whatever it wants in 
your goods. So let’s advertise them to- 
together and let the public make its 
choice.” And we did. And so in the Qua- 
ker Oats Co. itself we got the experience 
in one case that gave us the judgment to 


Just Pour on Cream 
* and Sugar 
Or Fill the Bowl with Milk 


These are Puffed Grains, 


Fascinating Foods 


Think how nut meats might taste 


| Millions Miss Them 


Puffed Wheat, 10¢ «-»- 


b etreme 


Puffed Rice, 15c  *" 


Prof. Anderson's Invention 


These are the grains that are shot from gums. | 


The Quaker Oats @mpany 


«© Makers — Chicago 
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SHOT FROM GUNS—This habeese maga- 
zine ad is, Quaker Oats believes, the first 
one which refers to “food shot from guns.” 
It was published in January, 1913. 
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Albany Times-Union * Baltimore American * Boston Advertiser hs Buffalo Courier-Express * Chicago Herald-American »* Cincinnati Enquirer 
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‘AMERICAN 


Now, The American Weekly adds THE DALLAS now gives still more coverage of one of the wealthiest, 
TIMES HERALD to the 23 other great newspapers dis- _ fastest-growing areas in the United States. 

tributing this more modern, more dramatic, more Enthusiasm grows and grows as The American 
serviceable Sunday magazine. Weekly continues to move up in editorial vitality, up 


Through one of the most respected and powerful in advertising revenue, and up in strategic market 
newspapers in the Southwest, The American Weekly _ strength! 


AMERICAN WEEKLY 


joins 
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advise them years later on another prob- 
lem of their own, and it has been very 
successful 


s Now, the Quaker Oats Co. would have 
succeeded if they had never seen us or 
heard of us. They talked to 19 
agents, and undoubtedly there was some 
other one as good as we were, but they 
could select only one and it was our good 
fortune that we were the one. But we 
could have made the most tremendous 
field investigations for Quaker Oats and 
found out about color schemes on pack- 
ages and a world of other detail that 
would have taken us off of the main 
problem. But the major thought is what 
has counted. 

In the Quaker Oats Co. itself they have 
but lately made-a suggestion to us that 
they feel—and I think there is a measure 
of right in this—that we should give more 
from the consumer’s viewpoint to 
because they being so close, 
can’t make that study 


never 


study 
food values, 
as manufacturers, 


ee ae SS 


themselves. That is a research work we 
ought to do and do properly. 

But if they make the suggestion that 
we go out and find out their dealer con- 
ditions, that is a research work I want to 
resist. That is a plusage that is absolutely 
extraneous, and that is the bunk that is 
taking away from an appreciation of ad- 
vertising and of the service of the adver- 
tising agency. 


@ It is those things that we mean when 
we say “Common Sense in Advertising, 
and the Application of Common Sense.” 
It is perfectly common sense to have the 
thought when you advertise two puffed 
goods or two kinds of oats that the pub- 
lic is going to make its own decision. 
Therefore, we didn’t have to go out and 
investigate among thousands of people, 
because if we asked the people, “What 
would you like to do under these circum- 
stances?” the people would’t know until 
the .circumstance actually confronted 
them. 


I can send out for any advertiser and 
give him any survey he wants. I can 
walk into stores and guarantee to walk 
out of 12 without any salesman finding 
out my name; or I will guarantee to walk 
out of 12 and have every one of them ask 
me my name. It is all according to the 
mental! attitude with which I go in. That 
kind of thing you can’t tell until the tests 
are made under actual conditions. 

But from past experience your mind 
gets trained to common sense, and when 
an advertiser comes to us with the prob- 
lem, “Should I advertise both pieces of 
goods together, er separately?” common 
sense comes te us and tells us that the 
consumer is finally going to make his 
own choice, and therefore that there is 
nothing that we accomplish by separating 
them. 

Of course, I could give you illustrations 


Next Week: Something new: 


Advertising Age, December 22, 1952 
like this and talk to you for the next 
several months. I can always talk, but 
the boys here want to make a train back 
to New York and I don’t want to give 
you too much at one time. I am going to 
let what I say sink in. 

{It is extremely interesting to note here 
that Mr. Lasker was doing more than 
merely making a speech when he stressed 
the principles in which he believed. The 
Quaker Oats Co. was a client of Lord 
& Thomas for 30 years, until June 1, 1938. 
Then Mr. Lasker created a sensation in 
the advertising world by resigning the 
entire account when Quaker insisted that 
all copy should be checked in advance 
against the Townsend brothers’ “27 
points.” Lasker insisted that any such 
mechanical check would stultify copy- 
writers, and forthwith resigned the ac- 
count.] 


“soap from trees.” Mr. Lasker teaches a 


lesson in meeting competition with a positive approach, citing Palmolive’s 


explanation of its green color. 


Full Information Needed to Determine Package Size 


One of the constant tasks facing a mar- 
Wketing man is to keep from knowing what 
isn't true 

And among the fascinating myths of 
distribution is the notion that all distri- 
Buticn is good’ distribution, and that an 
Qyer-all picture of distribution will give 
a satisfactory view of its various parts. 

The charts which accompany this story 
testify that this isn’t true. 

They show the plight of a well-known 


duct, ranked second in its field, as it 
ipares to the leader. 


nis personal-care item, which at first 


@lance seems to be almost perfectly com- 
Parable to the leader, actually varies in 
Many important respects. 
And one of the most significant differ- 
Personal Care Product 
ORUG TORES 
“Dia 
OOD STORES 
= oes o 
BRAND B PROFILE—From here on, all of these 


Market Research Corp. of America charts 
relate to Brand B. This is a breakdown of 


the 93% total shown in Chart 1. Obvi- 
ously, there are immense differences in the 
distribution of its four sizes, and it has 
been unable to get the $1 size working 
well in food stores 
oO, 
to Stores Stocking 
Y PACKAGE SIZE 
FOOD STO@ES 
stones Non ee 
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FOOD FADEOUT—Chain food stores are better 
for Brand B than independents, where 
both its dime and dollar sizes suffer. On 
the whole, its distribution in food stores is 
less than one-fourth that of the leading 
Notice that the 25¢ size weakness 
hurts here. Where Brand A does well on 
its quarter size, Brand B is still largely 
dependent on the acceptance of the 50¢ 


brand 


package 


ences pivots on the question of package 
size. 

Package size is of tremendous impor- 
tance in certain fields. Many manufac- 
turers have justified the maintainance of 
a 10¢ size on the premise that (1) it opens 
up variety store distribution; (2) it is 
really an inexpensive form of sampling; 
and (3) they nearly break even on the 
size. 

But in the story of this brand—called 
simply Brand B—the whole strength of 
the brand is the 50¢ size. Without that 
size, its market position would dwindle 
rapidly. It is the 50¢ size which keeps the 
product vital in the food field, and it is the 
50¢ size which gives the illusion to the 
manufacturer of nearly complete distribu- 
tion, matching that of the leading product. 


‘fo Stores Stocking 
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COMPETITION—Here Brand B is shown 
against the leader, which does four times 
as well with its 10¢ size, half again as well 
with its 25¢ size, and somewhat better on 
its two larger sizes. Note again that the 
50¢ size is the big winner; that it stays 
closer to the leader across the country. 
In these two regions, accounting for 49% 
of national sales, the dime and dollar sizes 
trail 
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INDEPENDENTS—Brard B does better with 
the chains, which do 13% of the volume 
on this product, than with independents, 
which do 87°. But note that its dime size 
isn't getting into the chains, that its 25¢ 
size is weak. 


The charts which accompany this arti- 
cle are the work of Market Research Corp. 
of America. Although they were made in 
the spring of this year, the fact that they 
deal with distribution means that the 
changes have been relatively slight. 

There are many marketing questions 
which are aroused by the story of this 
brand as it unfolds in the charts. For in- 
stance, should the manufacturer make a 
determined effort to get more distribution 
for his 10¢ size; in other words, is sam- 
pling his problem? Or, noting the relative 
success of his $1 size in the West, should 
he make a concerted drive in other geo- 
graphic areas on this size? 

But the one salient fact which stands 
out is that total distribution can be a 
completely misleading figure. 
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WESTWARD—In these geographic areas, the 
$1 size is doing better, leading in two 
areas, but these areas account for only 
20% of total sales in this classification. 
On the West Coast, the 50¢ size passes 
Brand A in distribution. But the 10¢ size 
trails badly. 
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City FIGURES—As Brand B moves into larger 
cities, its distribution pattern spreads 
farther and farther from Brand A, which 
is able to keep its three larger sizes pretty 
evenly distributed. Here again, only the 
50¢ size manages to keep pace in each 
city-size group. 


Drug = Distribution 
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a 
OVER-ALL—Here’s the picture on two brands 
ir the personal product field. At first 
glance, they seem largely alike, quite 
comparable except for the fact that Brand 
A (the leader) does better on distribution 


in variety stores, and in stores with under 
$100,000 sales. 
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VARIETY PROBLEM—As noted in Chart 1, 
Brand B lags in variety stores. Here its 
50¢ size isn’t doing too well, and is off in 
the same ratio as its 25¢ size. Note that its 
$1 size isn’t keeping pace at all with the 
distribution of Brand A in these stores. 
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WEAKNESS—In contradiction to Chart 8, but 
confirming Chart 7, this chart shows that 
Brand B falls away in the smaller stores, 
and does less well (except in the dime 
size) in stores under $100,000 volume. 
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a puppet? on radio? 


This, friend, is no run-of-the-sawmill puppet. This is Howdy Doody, second most 
popular mythical character in the kids’ world.’ And he happens to have fifteen min- 
utes of network radio time every Saturday, 9:15 to 9:30 a.m., in which to sell your 
product to tiny and moderately large urchins.? 

You see, Howdy’s show starts at 8:30 and lasts an hour, but the first half is avail- 
able for co-op sale, and the 9:00 to 9:15 spot is very happily occupied by International 
Shoe Corporation.? Asa result, you can buy a network in the last or highly desirable 
segment. 

With International Shoe and the co-op sponsors contributing, your talent cost is 
pared down to a slender bone. As for your time cost—the choice of markets will be 
left up to you and your budget. There is one restriction though; you can’t have 
Canada. Sorry, it’s all sold out. 

With the full network you can expect to reach 114 million homes containing over 
21% million moppets.s And surely we don’t have to point out the merchandising 
opportunities inherent in Howdy’s lovable white pine frame. 

If you want to talk turkey to tots, Howdy Doody is your mannikin. Ask any 


7-year-old.® 


1. The first, we’re afraid, is Santa Claus. 

2. 9:15 a.m. Saturday may seem like the middle of the night to you, but 
the kids have been up for hours. 

3, They’re probably selling shoes like crazy, but they won’t tell us. 

4: Ogilvie Flour Mills; Kraft Foods, Ltd., St. Lawrence Starch Co., Ltd. 

$2 Estimated Nielsen National Ratings (January-June, 1953). 

6.; If he can’t give you complete details, call us. 


National Broadcasting Company 


a service of Radio Corporation of America 
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Some months ago, this Department had 
some kind words to say about the Ford 
Motor Co., anent its willingness to ex- 
periment in TV. It offered its congratu- 
lations specifically on the “Mister Peep- 
ers” program, with Wally Cox, “Mister 
Peepers” (a summer _ replacement) 
promptly disappeared from the viewing 
screen—and just as promptly reeap- 
peared, sponsored this time by Reynolds 
Metals over NBC-TV, Sundays from 7:30 
to 8 p.m 


8 If anything, the “Mister Peepers” show 
is even more engaging now than it was 
* this past summer. One of its principal 
weaknesses gone—a_ de- 
pendence for laughs on mechanical gad- 
gets that suddenly go haywire. A water 
cooler, for example, that kept regurgi- 
tating every time Mr. Peepers passed by. 
Or a line marking machine that ran a 
white line even over vertical walls. These 
were not necessary; with the gentle, essen- 
tially kind Mr. Peepers it is enough that 
human relationships suddenly go haywire. 
“Mr. Peepers becomes smitten with a 
oe lady. He steels himself to make a 
one call and ask her to go with him to 
@ drive-in movie. She tells him she al- 
Peady has a date, so Peepers goes alone— 
@md manages to park right next to the 
Young lady and her date. He gets into the 
Back seat of their car and the girl’s date 
aks him to get them some hot dogs. Al- 
Ways ready to accommodate, Peepers goes 
er the hot dogs. He wants one with rel- 
4 one with mustard and one plain. The 
> ah has a difficult time getting the order 
aight. Peepers finally gets them with 
OHions. 
"}When he returns, in the dark, he gets 
i@to another car by mistake. He passes the 
hot dogs to the driver and the lady beside 
him, who —rapt in the picture accept 
them and begin munching them. Peepers 
r@alizes his mistake and, under the same 
cifcumstances in which he had them 
blindly accepted, manages to retrieve 
them 


This is comedy of a new and a welcome 


seems to be 


Reynolds Metals Picked a Winner 


Wally Cox 


kind. In Mr. Peepers, the average human 
being can get a glimpse of himself. For, 
even though he may find himself as weak 
and skinny and unattractive as, say, Jerry 
Lewis, he is not as zany as Jerry. He is 
more the Mr. Peepers type—willing and 
even eager to do a kind deed but somehow 
always getting himself in Dutch by so do- 
ing. 


® In a very real way, Mr. Peepers is sym- 
bolic of modern democratic peoples, wish- 
ing to help others, willing even to surren- 
der some of their own independence in or- 
der to assure peace and prosperity for all, 
falling momentary victim to the more 
physical, bullying type—yet, somehow, 
winning out in the end. 

It’s good to have Mr. Peepers back, and 
Reynolds is fortunate to have him. Rey- 
nolds is fortunate, too, to have Rex Mar- 
shall as its announcer, Marhall has 
an innate friendliness that blends in well 
with the general pleasantness of the pro- 
gram. His easy delivery, his casualness, 
give the impression that he knows what 
he ts talking about and that what he says 
can be depended upon. The commercial 
writers have done well by him, too, giving 
him commercials that are interesting 
demonstrations of what aluminum will 
do. In the entire program, Reynolds has 
an excellent selling vehicle. 


‘Tse Tired...’ 


By James B. Zabin 
Partner, Posner-Zabin Advertising, 


New York 
To quote the immortal words of Pearl 
Bailey—-and she sings them with such 
eloquence—-“I'se_ tired...” 


“T’se tired” of many things... 


.. Of the cheerful earful who launches a 
diatribe against “hucksters” (sic!) 
and then apologetically faces you to 
say, “I don’t mean you, of course 
just the others! You're different.” 

That's not necessary, lady, I abhor the 

word and all its connotations, and so do 
my fellows on the Madison Avenues of 
the world. Call me “Salesman” and I 
smile. “Imaginative Salesman”? I’m com- 
plimented, ma’am. That’s the best kind of 
mover of gocds and services. Excuse the 
profanity, lady, but the H with that un- 
printable epithet. Let's give it an epitaph 
and bury it without simple honors. I say 
it for my fellows, and say it in loud, in- 
dignant tones, “You don’t mean us!” 

...Of the jolly-type who looks you square 
in the eye and says, “Oh boy! Would 
I like to be in your shoes. No work, 
long vacations, cocktails, pretty mod- 

one 


els.. just let the money roll in! 


Whoever sold him (and he’s legion!) the 
hasheesh he undoubtedly puts in his pipe 


and smokes, did a fine job. "Cause his 
dream world just isn’'t—except in the 
movies. I don’t know any harder group 


of workers than those who punch into the 
agencies and ad departments each a.m. 
to emerge, punch-drunk, late each p.m. 

As for the “cocktails and models!” our 
wives get us so involved in welfare and 
community activities, who has time to do 
more than sip an occasional something 
at the Biltmore bar before getting back 
on the treadmill? A kind of sabbatical 
drink 

On second thought, if you know of an 
office where things are really dreamy, 
please shoot a wire. My old resume still 
says, “Have tuxedo, will travel.” 

. Of the serious female (sometimes it’s 
a man) who decries “the exaggera- 
tions, the out-and-out falsehoods, the 
unbelievability of it all.”” She usually 
pronounces her benediction by say- 
ing, “It would be a better world with- 
out advertising.” 

There are some in our business who do 
create that kind of climate. They're the 
exception because most of us like to live 
with ourselves. You know, go to sleep at 
night, and wake up rested in the morning. 

Maybe I’m naive, maybe I still believe 
in Santa Claus, but so help me, in all of 
my 26 years in advertising, no client has 


“ven 


ever asked me to include any statement 
in an ad which wasn’t completely truthful! 
“Wrap it up in pink ribbons’? Of course 
as any good salesman would. But that 
is all. Honestly! 
. Of all the little critics of our craft. 
And they’re as many as the bubbles 
in a carton of cokes. 


J We i a eee ES ee ae raf . wat” | 
: *t ony 4 : 


size) im stores under $100,000 volume. 
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With those who criticize our major 
faults (we’ve got ’em—just the same as 
any other body of professional or business 
people), I’m always glad to trade ideas 
and remedies. But the others—please go 
away and leave me to my paper-cluttered 
desk. It’s late and... 


“I’se tired!” REALLY tired! 


Back Covers 


Gladys, the beautiful receptionist, 


On 


She’s sure that ‘ 


boudoirs is well read. 
‘blanket coverage” 


Is different from a “spread,” 


And says that * 


‘layout” is 


What happens to the dead. 
But a ‘“24-sheet poster” - 
Ist a sort of wholesale bed? 


Advertising 


“Tony” VoRAN, 
Manager, The Parker 


Appliance Co., Cleveland. 


Looking at the Retail Ads 


For This “Brookpark” 


* L08 Kala St \ 


inclupes 
4 Dinner Plates, 4 Bread & Butter Pietes, 
~ 4 Soup Bowls, 4 Tee Cups, 4 Tea Seucers 


Brookpark dinnerware, molded of Melmac plastic In 
2 chartreme, burgundy, pearl grey and emereld, is ov 
wmart ond oprohceted as the latest Cole Porter tune 
perbec! sat home bor Ne formal dimer yar shurdy 
D caengh tar say family Sniag, The 4 color are. core 
fey chower to bend a Contrent wth you wlver serview 
@ You'll ercy ts lustroe, transhacent color. Finathy, 
extremely duets and hgh’) ceestent to breebing. chip. 

? pang and crack 4 


( 
| ener prams $2.28 
2 Reved and Better Mate 101% 


By Clyde Bedell 
$22.50 is a high price for a 20-piece start- 
er set of what looks like solid color china. 
Lots of it is made on the Coast at lower 
prices than this. And this is a Portland ad. 
However, this is molded plastic. 


Before the reader knows it’s plastic, or 
is sold on the idea of plastic, the ad cre- 
ators try to scare the reader away. 

There isn’t a single word or sentence 
selling the reader on plastic as a proper 
material for this ware until the last 
sentence of the body copy. It says: “. .It’s 
extremely durable and highly resistant to 
breaking, chipping, and cracking.” 


® When women learn this is plastic, if 
they read that far, one question a good 
many of them want answered clearly is: 
‘Can you put these plastic things in a dish 
vashing machine and subject them to 
very hot water and dry heat?” 
Actually, this ware will withstand such 
treatment, but the ad keeps it a secret. 
Should vou talk to an intelligent sales- 
voman in the store, as I did (lots of sales- 


a 


people are intelligent, despite popular 
ideas to the contrary), you would learn 
that “although this ware has a higher first 
cost, it is more economical in the long run, 
because breakage is reduced. It is espe- 
cially practical in families where there 
are small children and breakage is com- 
mon.” 
But the ad keeps that also, a secret. 


s It is a pity that admen and women do 
not generally “pant and yearn” to be 
professional in their selling to the hydra- 
headed public. The introduction of a single 
selling thought into an ad can often multi- 
ply response. 

This may be a manufacturer’s mat—no 
one can make worse retail ads for their 
own products than manufacturers. If it 
is, why should an advertising department 
for a great and dominant store run it 
unless it meets the standards of the ad- 
vertising department? 

If all store operations were conducted 
as carelessly and heedlessly as is the ad- 
vertising operation—there would be few 
solvent big stores in the United States. 
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In Philadelphia nearly everybody reads The Butletin 


Evening and Sunday 


; ADVERTISING Orrices: Philadelphia, Filbert and Juniper Streets * New York, 285 Madison Avenue j 
National Advertising Representatives: Sawyer Ferguson Walker Company ¢ Chicago ¢ Detroit * Atlanta * LosAngeles * .San Francisco 
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Miche ies Say 


redeem oie 


Pee eh 


i ay Ae he 


Who will be running the metalworking 


plants of 1960? 


Of this we can be sure—in many cases the men running 
metalworking plants in 1960 will not be the same men 
who are running them today. A recent study of Erie, 
Pennsylvania, revealed that, in just 3 years, 56% of the 
companies had placed new men in one or more top 
positions. Imagine the high percentage of turnover 
by 1960! | 


These new men will be mighty important people —quite 
a bit more important than their predecessors of the 
1950°s. Why? Because they will be responsible for 
operating a metalworking industry perhaps half again 
as large as it is today ... supplying an ever increasing 
demand generated by 18,000,000 more consumers in an 
economy which has expanded from a gross national 
product of $32] billion to $400 billion or more. 


These new men will be very important people for still 
another reason—they will be making the buying deci- 
sions. They will be deciding whether your product or 
your competitor's is going to be used. Your success in 
selling to metalworking in the 1960’s depends upon the 
extent to which these men are favorably impressed with 
your company and your products, 


But how can you reach them—how can you get your 
story across—when you don’t even know who they are? 


The answer is easy—but time is short. The men who 
will head the metalworking industry ten years from now 
are, almost without exception, working their way for- 
ward in lesser positions in metalworking today. But 
more important than that—essentially every one of them 
is an interested reader of several industrial publications. 
Every study ever made among leaders of industry 
proves this. 


Your advertising to metalworking men today is insuring 
your share in the tremendously expanded markets of 
the 1960’s. The position you hold then will reflect the 
effectiveness of the job your company did in 1952... 
and 1955... and 1958. 


Penton publications have developed considerable 
marketing information which may help you in your 
long range planning. If you would like to study the 
progress of any segment of the metalworking industry 
or to analyze data bearing on future sales goals, we'll 


be glad to hear from you. 


= PENTON Suen 


PENTON BUILDING e CLEVELAND 13, OHIO 
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Advertising Age, December 22, 1952 ‘ 


Publications with an * report directly to ADVERTISING AGE 


ay a Pages—— —— 
Nov. Nov. Jan.-Nov. -Nov. Nov. Nov. dJan.-Nov.  Jan.-Nov 
: 1952 1951 1952 “Tost 1952 1951 1952 1951 
Weeklies, Bi-Weeklies, Semi-Monthlies 
t*Capper’s Weekly ... - 5.6 6.5 48.3 56.5 2.534 14,543 108,156 126,585 
+*Christian Advocate ........ 36.0 41.3 3 265.2 14,912 17,114 106,112 109,736 
sc, ee 156.4 150.7 1,415.9 1,558.0 106,342 102,432 962.557 1,059,125 
. er : ; 93.1 91.5 843.4 912.5 39,921 30,135 18,188 382,228 
Srey 18.5 16.5 171.3 177.3 18,446 17,299 176.968 186,252 
BEE sicsiiasie oe 382.3 387.8 3,483.0 3,734.7 259,847 263,609 2,367,659 2,538,552 
eer ae 120.2 139.1 1,259.9 1,426.9 81,707 563 856,416 970,014 
tNew Yorker .... 6026 446.0 3,556.2 3,201.4 258.216 191,291 1,523,958 1,373,020 
Newsweek Ser See ; 2716 266.0 2,819.9 2,662.2 113,942 11,565 1,182,991 1,117,779 
a Pathfinder Bate 52.9 47.0 486.6 487.4 22,216 19,752 04,387 104,583 
zs *Presbyterian Life .......... 32.5 17.7 175.2 160.4 3.760 7,424 73,693 55,991 
# 41.0 37.0 392.0 326.0 —_— —- 
tSaturday Evening Post” 443.8 388.0 3,948.9 4,045.9 301,691 3,682 2,684,297 2,749,868 
t*Saturday Review . 106.9 119.3 690.7 628.3 44, .116 290,01) 266. 
“Sporting News ....... ; 16.9 18.2 312.3 303.5 18,348 19,778 332,155 29, 3! 
We canada sie 345.4 355.4 3,303.1 3,519. 144,976 149.206 1,386,872 1,477,682 
tU. S. News & World Report wn 218.0 190.0 2,109.1 1,533.0 91,530 _79,736 885.375 3, 
Total Group ... 2,902.7 2,981.0 24,880.1 24,673.1 1,543,190 1, 432,245 13,683,695 13,591,120 


+Five issues in November 1952; four issues in November 1951. tFour issues in November 1952; five issues in November 
1951; ‘Changed from 1,050-line page to 1.000-line page on Aug. 31, . "Three issues in November 1952; two issues 
in November 1951. Not included in totals. §Only full-page units accepted. 


Women’s 


*American Family ... 22.2 15.2 187.9 119.7 9,521 6,515 80,628 51,364 
“Better Living ..... 44.5 36.3 416.6 198.0 19,053 15,560 178,489 84,870 
*Everywoman’s ws 48.8 39.1 458.7 314.1 0,955 16,758 196,739 143,698 
Family Circle ..... 86.7 69.2 735. a 37,177 29, 315,387 269,593 
Good Housekeeping 159.3 172.0 1,398.7 1,603.1 68,124 t 598,722 686,201 
*Holland’s Magazine .... 24.4 25.9 207.1 221.2 10,457 11,125 89,249 4,950 
Household . ‘ 49.4 60.9 486.8 497.4 21,183 26,101 208,536 212,987 
Ladies’ Home Journal .. 123.7 143.0 1,052.1 1,287.4 84,104 7.260 715,394 £75,214 
McCall's Magazine 78.7 88.5 791.2 811.3 53,528 60,131 537.888 551,562 
Parents’ Magazine 73.9 76.3 696.8 734.1 31, 656 298,450 314,416 
Seventeen née 97.4 84.2 1118.1 1,097.7 66,249 57,257 760,189 746,339 
Today's Woman 69.7 90.7 620.6 733. 29,916 38,900 266,106 314,468 
*Western Family: 
Southwest Edition 39.1 33.0 411.7 409.8 16,760 14,147 176, ms 175,895 
©“ZMountain Edition ... 34.7 28.6 344.7 98.8 14,983 12,277 147, 42,430 
No. Calif. Edition . 36.9 30.2 367.3 365.9 5,846 975 isyisis 156,988 
Northwest Edition 37.3 31.3 377.8 392.6 16,012 13,419 161,049 168,503 
“Woman's Day 79.5 84.3 785.5 746.1 ¥ 074 429 319,557 
: Woman's Home Companion .... 78.8 94.2 738.4 879.9 53.574 63,994 2.048 236 
e Total Group ......... 076.1 1.1128 10,0428 10.2823 556.319 579,712 5.260.567 5,439,350 


» 2 
“Started publication in May 1951. *See note ‘at end of linage tabulation. ‘Started publication in September 1951. Not in- 


cluded in totals. 


General 


ts §*American Artist 31.8 33.0 301.5 330.9 13,374 13,877 -y 637 138,982 
; *American Forests ...... 12.3 15.2 180.4 178.4 5,166 6.370 5,824 74,970 
American Legion ne 21.0 22.6 203.7 185.2 8.836 9,527 ze 676 77,863 
American Magazine ..... 29.6 32.1 294.6 25.7 12.453 13,472 123,737 136,762 
Argosy .. 25.7 22.4 224.1 215.5 10,986 9,581 96.126 2.503 
Atlantic . aa 44.0 35.2 293.5 16.3 18,460 14,776 123,150 788 
*Christian Herald ........... 56.8 54.8 458.2 424.3 24,347 502 196,500 181,961 
S. cenesvivcovssoss 9.7 11.7 67.8 7.3 6.619 7,946 46.153 45,762 
Coronet ... 21.0 16.0 164.0 211.0 3,822 2.912 } 38,402 
Cosmopolitan .......... 42.1 43.4 391.2 445.7 18,021 18,599 167,570 190,983 
*Eagle Magazine ..... 7.2 9.0 69.0 57.6 3,025 3,781 29,475 24,239 
*Ebony ...... boat 80.1 57.3 641.0 556.0 54,487 38,930 436,020 377,910 
Elks Magazine . 18.0 16.0 129.0 107.9 7,709 6,878 55.508 395 
Esquire ..... 86.3 88.6 640.2 707.3 58.674 60,243 435,311 481,083 
*Extension 28.0 29.1 227.3 242.0 19,276 20,013 ‘ 544 
ee 43.4 49.6 265.9 347.3 8,506 266 113,678 148,807 
“Grade Teacher ......... 42.6 43.5 361.5 7 18,803 19,190 59,452 136,565 
Harper's Magazine 31.0 29.3 207.5 195.0 13,011 12.270 86.911 81,704 
Holiday . aah 76.8 81.2 710.2 702.4 2,168 152 2,633 477,337 
t*Improvement Era. 46.9 36.3 337.0 325.7 19,728 15,555 141,620 139,758 
‘Instructor ..... ee 49.5 30.7 294.0 252.7 33,856 21,020 201,208 172,942 
*Motor Boating .... 57.9 55.4 904.5 843.4 34,055 2,585 531,797 495,906 
National pean . 45.6 44.6 434.3 404.8 10,829 10,591 103,255 96,281 
x *Our World : 33.0 31.1 312.6 281.5 22,442 21,120 12.6 191,288 
St *Promenade ....... 32.4 33.9 243.0 251.2 3,907 550 04,08. 107,751 
Redbook ae se 29.2 28.6 237.7 260. 12,519 12,256 101,937 111,619 
“Rotarian wa 15.0 9.4 117.2 78 6, 3,928 49,277 33,519 
$*See .. 14.6 13.5 73.5 69.5 9,821 9,044 49,404 672 
*Spo ‘ 178 11.0 100.1 88.0 7,637 4,712 42,992 36,578 
2 _— 4 Country 103.0 100.6 822.6 855.7 69,125 67,557 52.348 574,703 
fie 38.8 45.8 352. 352.4 6,647 9,608 151,312 151,193 
3 *Vachting 65.5 64.0 908.2 822.5 38,514 37,632 533,022 483,830 
: Total Group 1227.0 11949 10.9678 10,7120 663.128 628,443 5.801.473 5.651.600 
_ published in ‘July or August tLarger page size (429 lines) in 1951. tNovember-December issues combined. |''No January 
issue. 
Home 
American Home 75.6 80.5 673.7 707.9 47.755 50,803 425.413 447,153 
Better Homes & Gardens 167.7 172.1 1,513.3 1,613.0 105,929 08,729 955,919 1,019,231 
*Flower Grower ... : 28.6 23.9 532.5 425. 2.026 0,052 224.018 178.837 
House Beautiful ...... , 225.2 209.2 1,350.8 1.2824 142,259 132,173 853,019 938 
House & Garden 181.7 185.9 1.0421 1.0685 114,799 117,423 7.965 674,592 
Living ‘ ; 96.4 93.4 674.4 495.5 901 59.016 426,053 312.891 
Sunset Magazine ... 7” 136.6 106.8 1,125.9 969.5 57,378 44,867 684 7,167 
Total Group . 911.8 8718 6912.7 6,562.7 541,047 464.047 4,009,071 3,849,809 
Fashion 
: . are : 82.6 74.0 904.5 906.2 35,460 31,785 388.122 388.926 
Glamour .. 88.8 83.7 975.8 1.1188 085 35,897 418.616 479,905 
=A Harper's Bazaar 115.4 127.4 1,190.0 1,278.2 72,925 80,499 = 807.733 
ieee? Mademoiselle 79.4 80.2 1,050.0 1,131.5 068 34,418 50,533 485,771 
eae Vogue 181.7 174.3 1,588.4 1,842.1 114,786 110,135 939. 896 1,136,412 
Total Group 547.9 539.6 5.7087 62768 295.324 292,734 2.949118 3,298,747 
Movie-Romance-Radio 
ai 3 Dell Modern Group: 
Modern Romances 39.0 40.8 373.9 383.2 16.715 17, 60.2 164,250 
Modern Screen ... 46.1 43.6 399.2 391.3 9.768 18,701 171,321 167,767 
Screen Stories 36.6 36.4 329.3 340.4 15,699 15,613 141,238 145.922 
‘ Fawcett True Confessions—Motion Picture: 
it Motion Picture ..... 34.5 31.8 327.4 287.2 14,814 13,642 140,499 123,192 
True Confessions oe 37.1 39.5 380.9 415.5 15,885 16,924 163,399 178,348 
Hillman Women’s Group ... 15.0 13.3 127.4 130.0 6,441 5.737 54.797 048 
Hillman Romance Group 6.1 10.0 57.8 78.5 2.645 4,275 24,876 33,671 
Ideal Women’s Group: 
Intimate Romances . 29.6 29.0 252.6 262.6 12,707 12,441 108,561 112,634 
Movie Life .. she 22.5 21.9 225.3 221.5 9,677 395 96.84 95.014 
Movie Stars Parade ... 22.5 22.9 225.1 221.5 9,685 9,824 96.769 95,041 
Personal Romances ... 26.9 17.3 175.0 11,587 7,422 102.851 5,088 
Screeniand Unit ...... 27.9 28.6 276.4 293.6 11,985 12,253 118,716 126,020 
*Secrets Romance Group: 
Revealing Romances . . 15.7 17.3 153.3 151.1 6.690 7.410 66.193 64,749 
Secrets. 21.7 22.5 206.9 229.6 9,187 9,684 88,465 98,645 
True Story Women’s Group: 
Photoplay .......... 419 36.8 386.8 417.5 17,951 5.798 165,75! 179,013 
Radio-TV Mirror ... 25.9 26.8 261.8 279.3 11,116 11,474 112,161 119, 
True Experience 31.6 26.1 281.3 287.8 13,545 11,191 120. 123, 
True Love Stories 28.7 26.4 278.7 292.2 2,309 1,334 119,471 125,323 
True Romance 30.8 28.46 285.2 305.0 13,214 12.192 122.639 130,842 
True Story 61.6 60.4 551.6 585.6 6.423 25,897 236,408 251,017 
Total Group ~~601.7 579.8 5,620.1 5,748.4 258,043 248,695 2.411.778 2,465,676 
NOTE: Figures for each ‘publication in the Dell, Fawcett, Ideal and True Story groups include all advertising carried by 


the group as a whole PLUS additional advertising carried by each individual publication 


Business 
+Business Week 571.6 442.1 5,146.3 4,397.3 239,896 185,573 2.156.539 1,845,435 
Dun's Review 4 567 7273 5254 29,142 23,752 305.102 220.290 
Forbes. 337 309 3897 3640 14150 12975 163.485 152.739 
Fortune cS 1583 156.0 1.4445 1,294.0 100.014 98592 912.924 817.808 
Modern Industry . . 1079 988 11242 . 9946 66.451 60,830 2.384 612.535 
Nation's Business . nee 69 36.1 3823 323.7 20.079 15,444 163.661 138.625 

Total Group ......2.000 8206 9.2143 7,899.0 469,732 397,166 4,394,095 3,787,432 


November Advertising Pages and Linage in National Magazines 


Official Figures'as Compiled by Publishers Information Bureau 


- Pages——_-_——— — 
Nov. Nov. Jan.-Nov. Jan.-Nov Nov Nov. dan.-Nov Jan.-Nov. 
1952 1951 1952 1951 1952 1951 1952 1951 

Youth 
American Girl 22.3 19.0 246.5 205.2 9,569 8,132 105,817 88,019 
Boys’ Life ... 26.1 20.9 214.4 175.1 17.716 14,220 145,687 119,172 
"*Child Life 5.5 9.6 26.1 32.3 2.377 4.127 11,176 13,849 
"*Open Road ‘ 8.5 10.9 79.8 9 3,632 4.661 34,2 37,233 
Scholastic Magazines . . 23.7 29.8 259.6 261.1 9,952 12,504 109.013 109.590 

Total Group . 86.1 90.2 826.4 760.6 43,246 43,644 405,927 367,863 
“Not published in “july and ‘August. ‘Not published in August. “Not published in June, July and August. 
Outdoor & Sports 
“American Rifleman 65.2 63.2 615.6 537.2 27,975 27, 264,133 230,457 
Field & Stream 59.5 52.0 617.3 620.0 25,546 22.320 249,579 265,998 
t*Huntiny & Fishing 24.1 27.0 297.0 297.9 10,351 11,714 127,510 127,882 
Outdoor Life ..... 57.5 54.4 607.3 594.0 24.678 23,365 260,527 890 
“Outdoor Sportsman 14.3 10.0 133.6 128.4 6.220 4, 57,40 54,933 
Sports Afield ...... 57.1 $1.7 552.9 555.6 24,491 22,185 237,184 = 238,281 

Total Group . 277.7. 2583 2823.7 2.7331 119,261 110.969 1,196,340 1,172,441 
tCombined with Outdoorsman in February 1951; no January 1951 issue. 
Science & Mechanics 
Mechanix Illustrated 86.3 79.0 824.0 749.8 19,330 17,691 184,552 167,954 
Popular Mechanics 179.7 148.3 1,664.0 1,423.0 40.250 33,208 372,726 318,750 
Popular Science ; 138.0 144.3 1,383.2 1,301.5 30,912 2,329 309,825 291,533 
#{*Science & Mechanics . 79.5 643 399.5 315.3 17,780 14,378 $9,421 70, 

Total Group 404.0 371.6 3,871.2 3,474.3 90,492 #3,228 867,103 778.237 


tOctober- November issues combined. 


Not included in totals. 


Magazine Linage Trend Fou 


Detective & Fiction 


Dell Men's Group .. ; 22.8 22.6 213.9 
*Popular Fiction Group ...... 14.9 15.1 153.1 
Zt*Sport Men's Group 75.4 36.3 407.4 
*Thrilling Fiction Group .... 11.2 11.9 132.5 

Total Group 48.9 49.6 499.5 


Not included in totals. 
Group was not published in January 1952 


Farm 
Capper's Farmer ...... 49.9 60.9 573.7 
Country Gentleman 90.4 100.3 947.2 
Farm Journal .. 98.5 99.9 1,026.5 
tFarm & Ranch—Southern 
Agriculturist ...... 32.8 37.0 381.1 
{Progressive Farmer i 99.0 101.0 1,030.4 
Successful Farming 102.1 114.4 1,027.6 
Total Group . 727 «45135 4.9865 
tSee note at end of ‘linage tabulation. 
Newspaper Sections (1) 
(Nationally distributed with Sunday newspapers) 
tSAmerican Weekly ..... , 495 41.6 420.4 
BOPP Ee heree ‘ 64.0 418 431.7 
tThis Week Magazine i 87.5 62.2 724.9 


Total Group 201.0 1456 1,577.0 


502.8 15,640 15, 154 
‘+Only three publications in group prior to September 1952, when Master Detective was a 


in Thousonds 


204.1 9.792 9.701 92.028 
174.0 3,333 3,376 34,253 
285.7 32,326 15,594 174,785 
124.7 2,51 2. 67 


737 155,955 


542.6 33,989 41,457 390,707 
1,062.5 61.484 68.216 644,251 
1,011.2 42,252 «42,836 «= 439,982 
400.4 22,293» -25,160 259,007 
897.6 67.452 68,476 700,554 
1.0886 45,886 51.430 461,586 
4,962.9 273,356 297,575 2,896,087 
495.6 41.992 41,509 404,288 494,070 
429.1 54260 35.434 366,286 364,295 
a, ee eee ne 
1,622.2 170,521 129,772 1,386,148 986, 


401, 
+Five issues in November 1952; four issues in November 1951. §Changed from 1,000-line page to 850-line page on May it 1952. 


Newspaper Sections (II) 


(All other newspaper sections and comics) 


+First 3 Markets Group ...... 34.6 33.4 289.5 
tN. Y. Herald Tribune- 

This Week 37.8 38.7 331.1 
t!|'New York Mirror ‘Magazine 61.9 40. 447 
tNew York Times Magazine 3.6 179.1 = 1,752.1 
tPuck—The Comic Weekly . 18.5 13.9 147.8 

Total Group ..... 376.4 305.2 2,967.5 


pis issues in November 1952: four issues in November 1951. 


289.4 34,600 33,250 289,025 288,851 
394.8 32,076 32,896 261,147 335,056 
454.1 60.698 40.080 441,855 453,480 
1,691.3 190.062 152,287 1,489,362 1.437.627 
164.9 35,345 26,666 282,483 315,732 
2.994. 352.781 285.179 2.783.872 2,830,746 


5 i 
Changed from 1.000-line page to 980-line page in June 


All figures in the following groups were compiled by Advertising Age 


Comics Magazines 


American Comics Group: 
(Total z Units) 
ZUnit A 
sUnit B 

‘Archie Comic Group 

Fawcett Comics Group 

‘Harvey Comics Group 

Lev Gleason Comics . 

‘Marvel Comic Group: 
(Total 3 Units) 

Red Unit ... 
=Blue Unit 
2Yellow Unit 

National Comics Group: 
(Total 2 Units) 
Red Unit 
Blue Unit 

Quality Comic Group 

‘Standard Comics Groun 
Total Group 8 

‘November-December issues combined 
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8 
Not included in totals 


Canadian National Weekend Newspapers (Rotogravure Linage) 


tla Patrie .... 82.1 59.1 580.1 
ee eerie a 56.3 69.9 567.1 
{star rs 91.3 74.9 799.8 
=t6Weekend Picture Magazine . 86.3 _76.0 _ 7165 
Total Group 2297 2039 1,947.0 


ay issues in November 1952: four issues in November 1951. 


Canadian 


Canadian Homes & Gardens .. 46.4 55.0 501.3 


56.3 3,780 3,591 18,333 21,294 
28.0 1,323 2.079 7,938 10,584 
28.3 2,457 1,512 10,395 10,710 
43.5 1,890 3,591 16,485 16,436 
43.8 1,134 1,323 10,395 16,562 
35.7 2,457 2.079 35,876 13.513 
116.5 2,772 2.772 022 
189.0 11,430 11.430 68,580 71,820 
63.0 3.810 3,810 22,860 23.940 
63.0 3,810 3.810 22.860 23,940 
63.0 3,810 3,810 22,860 23,940 
126.1 3,849 3.404 41,705 47.634 
66.9 2.114 1.891 882 25,329 
58.9 1,736 1,513 19.833 22,305 
36.0 2.268 1.134 656 13,428 
42.3 1,512 1,701 10.442 16,002 
689.2 31,092 31.025 231.964 260.711 
569.1 82,099 59,084 580.037 569.067 
587.5 56.258 69.926 567,157 587.561 
837.5 86.774 71,153 760,011 795,817 
264.5 84,130 74,078 707,336 257,724 


1,994.1 225.131 200163 1.907.205 1.952.445 
Not included in totals. §Started publication on Sept. 11, 


551.3 31.554 37,380 340,871 374,030 


35 
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2 Advertising Age, December 22, 1952 
- - ages - i ~ —~———— Pages — Lines 
Nov Nov dJan.-Nov. Jan.-Nov. Nov Nov dan.-N dan.-Nov. Nov Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. dan.-Nov. —_ Jan.-Nov. 
1952 1951 1952 1951 1952 1951 1952 1951 1952 1951 1952 1951 1952 1951 1952 1951 
Chatelaine 55.9 66.2 459.3 $12.7 38,018 45,043 312,299 348, French (Paris) . 90.0 94.0 781.0 745.0 5,750 16,450 136,575 130,375 
Maclean's 85.3 76.9 681.5 698.0 58,031 52,297 463,434 474,717 French (Provincial) 82.0 94.0 777.0 749.0 14,350 16,450 135,005 131,075 
Mayfair 69.4 617 573.0 597.3 47,172 41,959 394,324 406,178 os — 23 eed —* 94 ve 5,950 -900 = 
Reader's Digest erman (Germany) . i . 6,016 9,100 112,840 65, 
English Edition 81.0 67.5 826.0 736.5 14,742 12.285 150,332 134,037 German (Swiss) . 28.0 31.0 271.0 293.0 096 5,642 48,322 53,326 
: French Edition 75.5 70.5 838.U 748.5 13,741 12,831 153,062 136,227 stiberian ..... 11.0 — 25.0 —_ 2,002 — 4,550 
mit A Revue Moderne #15 35.5 279.5 314.3 21,436 24,149 190,098 213,759 Italian 50.0 49.5 462.0 427.5 8.600 8.504 79,454 73,516 
hy Revue Populaire 33.4 42.1 314.2 349.4 23.365 29,485 19,864 244,271 Japanese 34.0 34.0 366.5 214.5 5,712 5,712 62,572 36,036 
5 Samedi 43.1 37.8 324.0 389.2 30.409 26,437 226,826 272,258 Japanese Troop . 26.0 25.5 272.5 270.5 4732 4.641 49,595 49,231 
np {Saturday Night 118.7 102.6 910.0 919.6 80,711 69,762 618,797 625,290 Latin American (Eng-ish) 6.0 7.0 102.0 50.5 738 861 12,546 6,213 
Time-Canadian 200.0 1765 16309 1,573.5 84,000 74,130 685,300 661,010 — abaesa' = 4 94 es ues wor) - = EY 
“Sand “JODa 73a7? «“PROOs Anz i70 55 76R” «= 3768007 ew Zealand .. i 7 Y ; t ‘ : 
Py Rng November 1952 out tae in November’ 1961 — — a 6 ae Norwegian 13.0 14.0 173.0 166.5 2.210 2,380 29.410 28,302 
Portuguese .. 88.5 85.0 924.5 782.5 15.847 14,875 62,136 136.939 
Foreign aa a 
Life International 554 449 6137 4913 37,655 30,515 417.350 333,965 a... 450 465 413.0 3615 8.370 8,649 81.363 9,954 
Newsweek. European ae aa: = ; Se = pany ows — Time-Atlantic 66.5 563 832.0 646.7 27,930 3,660 349.510 271.670 
eg cae 99.3 71 1,051.0 B2 . 620 Tena American at = 1 = =. - =e aa 429 rod 94,590 
Araentine 400 765 «4755 $290 7.280 13.923 eA 150.788 ition ens. 395 357 4306 2562 16590 13.720 _ 180.680 _ 106-400 
oe ao : ar 15,652 15.652 , Total Group . 1,678.4 1,568.0 16,7640 14,3861 419,901 382.887 4 379,025 3,704,026 
British 72.0 33.0 6.3 445.5 Hert oo eT §2, Not included in totals. tStarted publication in November 1952. {Started publication in October 1952. 
Caribbean 86.5 80.0 863.5 708.0 15.743 14.560 157.157 140,322 : fe Famil 1 , : , 
Danish 40.0 30.5 340.5 207.0 6.800 5.185 57.885 35.182 NOTE: All sectional advertising of Everywoman’s, Family Circle, Woman's Day, Farm & Ranch—Southern Agriculturist and 
Finnish 8.0 9.0 66.0 72.0 1.488 1,674 2.573 13,330 Progressive Farmer is reduced by application of a ratio figure to each advertisement; this ratio is the circulation of the 
French (Belgium) 55.0 64.0 582.0 558.0 9,625 11.200 101.820 97.650 particular edition carrying the advertisement to the total circulation of the magazine. For example, if a page advertisement 
French (Intercontinental) 52.0 50.0 456.0 409.0 9.100 8.750 79,800 91.000 appears in an edition representing 15% of the total circulation of the magazine, it is counted in the totals as .15 pages. 


O'Connell Retains Bolser 


Oley Products to Johnson 

Oley Products Inc., manufac- 
turer of a newly-packaged line of 
builders’ hardware, has appointed 
Corydon M. Johnson Co., Beth- 
page, N. Y., to handle national ad- 


Wymon Joins May Outdoor 

Jack Wyman, formerly assist- 
ant branch manager in charge of 
sales for Foster & Kleiser, Los 
Angeles, has been named sales 
manager of May Outdoor Adver- 
tising Co., Los Angeles 


C. M. Bolser, lecturer at City 
College of New York and a former 
marketing and research counsel, 
has been retained by the R. 
O’Connell Co., New York, as re- 
search consultant. 


9-Day Hosiery Promotion Sells 36,000 Pairs 


Str. Louis, Dec. 16—A “get ac- 
quainted” sale for Larkwood stock- 
ings, together with a nine-day 
selling contest held at Scruggs 
Vandervoort Barney, paid off bet- 


ter than usual for both the store 
and the manufacturer. 

The promotion resulted in the 
Sale of 36,000 pairs of stockings 
and a store take of about $50,000. 


vertising and sales promotion 

Y The sale was kicked off with 
full-page newspaper advertise- 
ments on Sunday, Nov. 16, sup- 
ported by a bank of five window 
displays featuring Larkwood 3V 
stockings. Two additional follow- 
up ads were used during the week 
and again on the following Sunday. 


= 


8 In addition to the newspaper ads 
a 15-minute radio program was 
used on Station WEW featuring an 
interview between the mistress of 
ceremonies, Louise Munsche, and 
Beatrice Dudek, the Larkwood 
stylist. Special announcements also 
were made during the week on the 
Nancy Dixon radio show featuring 
the Larkwood 3Vs. 

A mailing piece with return or- 
der blank was mailed to 30,000 
customers a few days before the 
opening ad broke. 

An employe contest was de- 
veloped with stockings being sold 
by all interested store personnel, A 
separate contest was conducted 
simultaneously for the 16 members 
of the hosiery department in the 
main store and in the branch store 
at Clayton, Mo. 


4 


a, un ee we mes = 


s Complete selling kits containing 
contest rules, selling hints, stock- 
ing fit size charts, color cards, 
price lists, etc., were distributed 
to approximately 600 employes. 
|An ad in the employe newspaper 
|announced the sale and contest. 
Payroll envelope enclosures were 
|} also used. 
During the sale a professional 
model showed different Larkwood 
hosiery styles on a platform in the 
hosiery department. Special dis- 
| plays were arranged, and a demon- 
| stration of how to launder hosiery 
| Was set up in the department. 
| 


Sell one important customer 


and influence a great many others 


Nabisco, Jell-O Tie In on 
Ads for Dessert in January 
National Biscuit Co., New York, 
and Jell-O division of General 
Foods Corp., New York, will join 
during January in a promotion of 
ice box cookie cake, a new dessert 
recipe. Four-color ads are sched- 
uled for a number of magazines. 
In addition, Arthur Godfrey and 
Bob Hope will promote the drive 
on the full networks of CBS and 
NBC. 


Each week more than 1,600,000 important people in the free nations of 
the world read the four International Editions of TIME. Though these 
people live in widely scattered lands, they do have this in common: 

Almost all TIME International subscribers hold positions of influence 
in business, the professions, or government. What they approve, buy 
and use . . . sets a pattern which a whole host of others follow. 

In a single regional edition of TIME . . . in all four International Edi- 
tions . . . in any combination of two or three editions, advertisers can 
direct their messages to any of the world’s market areas. The adver- 
tising content is different in each edition of TIME—so advertisers pay 
only for those regions they wish to reach. 


ME International 


The Important Magazine Everywhere 


Pacific Edition « 


McCann-Erickson, New York, 
handles product advertising for 
National Biscuit and Young & Ru- 
bicam is the agency for Jell-O. 


‘TV Digest’ for South Jersey 

A South Jersey edition of TV 
Digest will be introduced Dec. 20, 
with an initial printing of 21,000 
copies. The regular weekly Phil- 
adelphia edition is 17,000. Reason 
for launching the edition is the 
opening of WEPG-TV, Atlantic 
City. 


Wachsmuth Moves Quarters 

Ernst Wachsmuth & Co., New 
York business research and sales 
improvement consultant, has 
moved to larger quarters at 285 
Madison Ave. 


Canadian Edition 


ADVERTISING OFFICES: New York + London * Montreal + Paris * Tokyo * Toronto + Zurich 
Atlanta + Boston + Chicago + Cleveland + Detroit + Philadelphia + St. Lovis * San Francisco 


Latin American Edition « Atlantic Edition « 
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“Thats right, sonny 
...youre talking to 
Santa in person! 


a It started strictly as a rib. This kid 
calls Mary Harrington at our news- 
room switchboard on the afternoon 
before Christmas and calmly an- 
nounces he wants to talk to Santa 
Claus in person. No substitutes, see? 


Mary stalled him on the line while 
she looked us over for a likely victim. 
The choice was a pip... Frank Mur- 
ray, a Star reporter who has no chil- 
dren and looks about as much like St. 
Nick as Jimmy Durante does. 


Frank had misgivings, but he played 
up nobly. He got the juicy voice down 
pat, and the old ho-ho-ha-ha routine 
... all helped considerably by a hand- 


What makes a newspaper great? 


kerchief held over his mouth to simu- 
late a long-distance North Pole effect. 


The kid had misgivings, too, at 
first. He made things hot for Frank 
with shrewd queries about reindeer, 
gnomes, elves and weather conditions 
at the Pole before he finally got con- 
vinced and gave Frank his Christmas 
order. e 


Stranger things happen on news- 
papers every day, so we promptly 
forgot about Frank and the kid until 
a week or so later, when we found this 
note in our Minneapolis Star Letters 
to the Editor column: 


Dear Sir: 

My son Denny, 5% , was in bed with 
the flu the entire week before Christmas, 
so we couldn’t take him to find a Santa. 
Christmas eve he began to worry because 
he “hadn’t seen Santa” and told him 
what he wanted. At the last minute I 
decided to try to call Santa. On impulse 
I dialed Atlantic 3111 (the Minneap- 
olis Star and Tribune number). The 


switchboard operator was wonderful . . . 
and whoever answered the phone and 
talked to a little boy gave him a really 
exciting Christmas. This rote is to 
thank him and to tell him how much 
nicer he made our Christmas. I’m sure 
Denny will never forget the phone call! 

Mrs. Roy L. Larson. 


Funny, isn’t it, how newspapers 
get accepted by their readers as coun- 
sellors and helpers and friends of the 
family in almost any situation you 
can think of. Good newspapers, that 
is... like the two best-liked, best- 
read, most-respected newspapers of 
the Upper Midwest. 


Minneapolis 
Star azd Tribune 


EVENING MORNING & SUNDAY 


620,000 SUNDAY - 490,000 DAILY 


JOHN COWLES, President 


wage ie ‘om 
e AN ‘3 " é ‘ oo - - : » Paes wit :. 
im ae ¥ ay . ice en = Re ae eek fares, Te - “ mee =~ et tae Ae 
« . . ‘ Br Bran Se é 
as ° i _ te ou LS oe 
iy ey j 
oe y 
Sirs ‘ es 
¢ . soe 5 
2, ; ee — 
vee. aa Sieg 
eer : 
on a A eee 
pos i * y eT wee 
ue ae : “ bs eee . . \ : eth ae 
ae Bey, 7 A ee ee . * ey oe Te eee ‘i ee a ee - oa Cs Je hes, aa e £1) ee 5 “ — "? ms % é 
fet oy Cees ARMS Wi. - — - . . eee be Meade, oS aa es ae : Bo ac tS ta ee ar ay rics ae ee a es 
ea igre hiete: so cS, a res Bie eet. Eee = eek: Stag. See eh ae as Lo ee me 
ae Bh ak. es eee i Ee Mah te ee 5 eee ee eae etre 2 er See. ae Soren eS * Patel oti sy ae % 

5 1 Se tS na ee ae ert oe ss ie,” Pe i tie ho es ae a % 
a eee Ys dei as ee i . = EPP RER  m ee Pa. J ek a : eae fists Sere ieee Sores Remy Sy 2: “a ee ‘i _ 
a ae ea ‘3 fi | pe: Ed eae be * : th I oe git ee RR ee, OF as ee . iy. 
ei te ai! ae 3 s ERE Cn ra. ae: ‘al Se ak tai ee es eee ee Sa re ‘ ban 
ee oe eS nae eG aan ee ae es in aa Ceeiaeyh, =! = Te oe ee a 
aie, pees. | lig A ae Ne eg BA aS ae iy : eee eo ; ae GE tae ee sae ae et eo 

ogre: : 3 i ; ee Poe ee wee eS Pe ane on ee ene MFRS picteo 3) | ne SB, 
ey ae Pes “4 vata eat, Tl Te es ae eee ae ‘2 SSeS fen bey Te hee eras mae -Sees ee eer Ae 
‘ kc: ae ie Hy ‘eye =e i ke ee ae i. ier . a Ri rs ee Te ‘ Tyce Saale naan Bet 
oe a? aS 7 es vies oe ¥ * oe ieee ie a ag “se peg aes ies Sees. ts oe ge? 5) aes Ser 
SP 3. eae & “faa “ite ie 4 =F eee ey 4 = ye seat Stier e . rai z = Meo. oS tee ae i‘, ee - - 3 
ae amet te ae eee wo Pay be. 39.) eee sa won gi ae 7 r emt S nage See. ea ety ed oR ae. ia ts mE oc 
Dee eas. 44 Ne ees wae : Dai icp orcs ake: (mes a eo > a i aaa 2 ME te ge ee Wiss Aga ss 
; fee to ie mera 4 Xe etre Ree ohh; ae Pav. eee ¢ Pla oa a oe a os SE ‘ests ie 
4 le Ba ines al : ES bg Ea ic S neeogas eee eg or = Pi y SM eee ye 7 7 5 te igh ig ol aoa Ae ae ee a bey - Bi sabe ‘3 : 
i es ay. ee i ‘ Me ne os Ss ee % n - ee: Ness. ge Ps a aa st pe ge Yr 3. ae oan 1 Sate ee oe Soca ‘ iia oa 
i 7 eae: |? oes Re ee’ ee ee eens Teen, ees 
at Faeroe be, ©) 35) 4 canes, 2 ee eee BEM a fh gk a anes 6 ial _ ‘a a ae, a eC 2 A “4” £5 
ea fe See aah i / pees: ee aa tee ec as ky are. 
Pe peice i> eee a. fe BS el © 3 as i eee _ ee pene re nee Bs | ae wet 
joa Scie Stn’ Te oe: ae é me ee eek — om a. By, é er he ye iat 
a a eee i fle G+, Sue & nay 1 he Speen -, ae : ree Po 5 . a Re ts 
s > _—_— es — wee i ‘a es oe 
ite 2 ere Smet $2 . A joe ee ee eae ? A : % ved FAS - ats ar ty eae 2 
Doi id 3 at Sonate 1 . Pa: ee —— a, J” i if — a koe} See th 
* Bay eet rie Nee i. ae ee ie ie ma. yy vd — iby Sih (0 5 te bse 1¥ cost 
ue i = he. oe |S e- i a ae to ae 
; yt is: i: er at, Pe hg ae we te o.. Aue eRe a % Ae oy : a Bee Fe ik : ia 
2 % z Bes ae. : oo pe eae ie . i ‘ayes ger | ? 4 me 
eee. Sf -— js = ef Se a gee eg pee = a #' a ee _ AAS ae orire rt Dep 
+ Pee. oka M pies é of Cees (2 : Ma 7 Beer eae: MSS A site, 
fe eee oe ; Soe — ae Ree i of Be ee sas 
a ae . Ry re va E ie aa" ‘ ee oe As a Bae. Ry 4 Dus. : a ee ee = = Se 
ae : eee ie a es Hay 1, None ROR Pe 2 care Re ok oy: j q s ‘ : es Se, eg 
e , Joma ae. a ,, ar fon. 
ee es root ber sy thee Set Se aa . Ft ‘ See Repee 3 
BY ee) eS : Rae : eee re — f be ee Pai: oy Tat 
Sy ae 5 menage Pee ot eee eee | “a ae SS ae ; ae : 
fe Bc. ta 5 a ie to Bear — ; 4 5 MR es ee at 
He in. <i + dees Beate eS fe... “a — . Fae eo, ‘ te i See 
i) ar ae vi ae ee " eet oS a ; ta ; . Saat oan ae oa i: Re ig 
er nam en Ten pet s reaped 5 Pa oo ae Se Sd “ayes | ae ‘ui pet te gee 
oe, SEES a : 1 : ee acu pe aie az DL ERO “be : as Ets 
i i iy ee ¢ sree ate & be : + [a 4 ' 4 2 2 ae mf : 
6 ae ake anes ¢ : :: i . 2 = _ = SS ia YU ‘ r 2 ‘i ea S a 
, SAE a eS % ae Pree ‘ i ta . — ae 3 sah oe 
+ eae ee. Pres a : » 7 ae . , e opt ; fe 
is} ' ce ee 8) +e a ae aes a _ a P oe % AE = mh portent 
§ ee ee : Wee * paa¥ ale Rais eee oe. " ih i x ass s fe ae taf, fen 
ie Bi? tee, * ee “oe LS. 7% 4 5 a ee 2 ee 1 Be Le 
ot ae ty a= ae ce “oi ae i a AT 
SS ae. *- a ae : me Le sea 
i ru ab ets ta Bie = . a a ees te ae 
Bi na = eth ee F é y 7“ =; aig) i 45 7 te, on) ¥ i en) “. 
poo F as, eee : Bass as : ees 
i) 7 ie ae : . Ser a » ts aoa 
: ——— a . hs oe ~ ee oe eT 
ae —— — a” ’ a ke Be ie vA ey 
oe ae : 5 Nei - . ‘ heen Pie oe 2 * 
>" Rae: A 3 . aa ee - . ree te ¥ Wie 
Pre Fi 1 ee . ‘ ‘a. ei = -— ‘ - fn 
‘ : , s - a ~ a ioe 
- 2 ‘ OR ; ean —- . bal mat 
aN : . «4 a 2 ae oe ee ae x. 
2 4 x $ 4 3 . % ee ? } os 
ee ss i he — $ . % wi ' ote: 
= F “a eS... SS . ie ete oe - ae ; ie 2 
e : " wt = as . P * ie ae 
\ r .* 4 “a E cae. : > © on a 
: os 2 *F . pal > Saat y a ee. 
oe _ ia . a Re ‘ Le “ee 
: —— * ; *, % ”8 a ¢ ; eee 
e ven, P . ut iy Loy : Ped ‘ tS § ea BOF 
. ech — ‘a te a. me et. 
re ees + F SS i = ~ tg r se ; aes “ ee 
Pie Ss dae ae : « ae i ee egret 5 eee 
ie re _~ , ee ae ay le Pare ; ge 
Os: by ay — >: a ’ 3 "oe : > ae BS 
igh nee | ¢ 2 T : ey aah ae dale ‘ bh “4 ic: Be j . 
nee eet Fi ; ~ £ ° . a “A so Si yee = ory ges. as 
ees ie ee | _ . 7 es a wees Sota: “3 f eee 
a. eae * re : Pa. 8 ‘ 3 x eres 
a +. i Sul +. * ie : er pe eee et «arcana 
ef ~ of ¥ s 2 Ss 4 ! Ws nl era A “ad 7 ¥ . ‘Aiea 
Lae ? i ; a. - _ Sion “ . J wes 
a Cae - a 
“SA A , neta Sy “4 . et : 
# 4 : he : e ae: a 
: — _ 
¥ ’ . ei Re 
hei 5 vee 
5 ? + 
wee. d : ee 
ae Pa : ai ee 
are a ; iiss 
ee j " & ee Se 
; . ' J : eens 
; ; j - 
P ; ie . A 7 ‘ ae z 2 : 
Wi, a gts - =f % 4 = 4 
ea Sains Pack “4 » 1 "ga 
z ani = NS oF F are 
ee : " (ad Bet i 4 F a SS 
? z- = nat” f eS SCs 
: i te lillies rama » Sy 4 eee 
i Ls see - = SF i naw a * . Pe Qs ox 
aeons 
} _ 
4 » o 
. oe ., 
eet; <- ys 
ig. = Ls 
C : Pes 
A & 
Pwd er cee 
ey ae 
ae 
wi eR ea 
ae C 4 ai 
aia. 8 
. , rags eae 
rie i als 
Neier X } , ‘ a8: ~ 
oe _ Afr i, ‘a ae 
a = “ te 
yah SY S ate. 
Sis / a ie a 
ch \ \ Alen ae 
: vi ZAMS Ca 
a —_ Lue Iaip 
; 43> H ieuieeet 
; a ) Gs 
Live ee Zz "2 
‘te - - ee ie 
pm ta 
er. 
eign 7 
eS 
nse) 
Ae ae < 
wey ees 
ze Ata Ly 
je ere ie * 
me eae 
a s bs saree 
ob ek 
i J are 
rey i ‘Fase 
io ‘ alte 
ih Sie 
ra een 
vans ose 
Ses 3) 
wit eC mae 
isoe “te 
a “ sgh 
A eee 
pares : ? 
aad r ’ Soe 
iirc : , ued 
Winans sal ; : “ : ‘ ; . <3 , ' Pa avon a as, 
eae Gore me i ated: ; Beye = yok ery = ce La : y Pep me Muah) boa 
TE ok Se eee SS ee aX tg : ee Meg ha teen iS, in eee aa ae a - : me yt ores 5 ie ea Sh hoe 
“ey oka eae Be. as : a +f pare eng | © er ee i eee aaa Ue eR es 4 Perea 
7, mh pO ae ‘ Os Me oe (oS Ee a ae ae a ora pers ey 
ee Ds, 9 ena er, ta te 


Information for Advertisers 


No. 4528. New Magazine to Serve 

Home Owners. 

With 20,000,000 out of Améri- 
eca’'s 25,000,000 owner-occupied 
homes being from 13 to 33 years 
old, the repair, replacement and 
remodeling market presents enor- 
mous selling opportunities to man- 
ufacturers of all kinds of equip- 
ment, materials, supplies, and tools. 
So, with next March, Small Homes 
Guide will put the first 350,000 
copies of its new semi-annual, 
Home Modernizing, on the news- 
stands at 50¢ per copy. Editorial 
content will not deal with ranch 
houses and penthouses, but will be 
straight how-to-do-it material on 
modernization. A_ detailed an- 
nouncement brochure is offered to 
advertisers and agencies 
No. 4529. Study of Industrial Fin- 
ishing and Coating. 

Materials & Methods offers the | 
results of a new survey made in 
632 hard-goods manufacturing 
plants, covering market data on 
organic, mechanical, metallic and 
chemical conversion finishes, plus 
data on the various types of equip- 
ment needed to apply them. Infor- 


“mation is also provided on cleaning 


@guipment and supplies. The sur- 
Wey includes automotive products, 
hi@avy machinery, tools, ordnance, 
j@welry, and many other fields. 


No. 4530. Inspiration for Copywrit- 
ers. 

*“The Inside Story of the Blue 
Book” is a stimulating collection of 
P¥actical Builder's hard-hitting, 

eresting, epigrammatic promo- 

nal advertisements which should 
part of the idea portfolio of 
ry copy man. There is no resort 


$ Note: Inquiries for the items listed above will not be serviced beyond Feb. 2 


“4 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., 
200 E. Illinois St., 


»—please print or type) 


COMPANY 
ADDRESS 
City & ZONE 


| tribution checks, furnishing market 


vertising, marketing, and merchan- 


ADVERTISING AGE 
Chicago 11, Il. 


Piease send me the following (insert number of each item wanted 


to art or layout tricks in these ads 
—just 100 expertly-chosen words 
of copy that pack unusual punch,:| 
and yet are strictly “institutional.” 
Must be seen to be appreciated. 


4548. Merchandising Services 
of Newspapers Listed on Check- 
Chart. 

Thirty-seven participating news- | 
papers in 35 markets offer a high- | 
ly useful new check-chart—“Let’s 
Get the Picture Straight a Second 
Way”—showing what merchandis- 
ing services at the local level are| 
offered by each paper. Twenty-| 
two basic services are charted, 
such as soliciting tie-in ads, send- 
ing letters to the trade, making dis- 


No. 


maps, furnishing route lists, mak- 
ing calls on the trade, etc. This is 
invaluable information for all ad- 


dising men concerned with getting 
maximum results from the adver- 
tising dollar 


No. 4540. New Blacklight Fluores- 
cent Method Announced. 


All users of outdoor and/or win- 
dow display will be interested in 
the new brochure offered by Pol- 
lack Luminescent Corp. en- 
titled: “Introducing New, Sensa- 
tional Flor-Es-It.” The new inven- 
tion is a fluorescent lacquer which 
can be brushed or sprayed onto 
any type of display or poster, 
which, when activated by black- 
light, will pop into startling bril- 
liance. The lacquer is inexpensive, 
and offers considerable flexibility 
in that any desired number of dis- 
plays may be treated, and any de- 
sired portion of a display may be 
treated, leaving the rest dark. 


THE ADVERTISING 


Madison Ave. 


Advertising Age, December 22, 1952 


MARKET PLACE 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 


per line. Add two 


lines for box number. 


Deadline Wednesday noon 12 days 


preceding publication date. Display classified takes card rate of $12.75 per 
column inch. Regular card discounts, size and frequency, apply on display 


HELP WANTED 


HELP WANTED 


RESEARCH DIRECTOR: Capable man to 


head up research department for large 
midwest metropolitan daily. Experience on 
newspaper or Magazine research pre- 


ferred. Position offers many advantages of 
employment including very liberal vaca- 
tions, hospitalization insurance, etc. Here's 
a challenge to a n who can develop 
real sales ammunition. Write in full to 

Box 5477, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

MOLENE PERSONNEL 
SPECIALISTS IN GOOD  o. DGMENT 
ANdover 3-442 

BANKERS BLDG. CHICAGO 3, ILL. 
FU TIME CHGO. REPRESENTATIVE 
Publisher of two monthly trade papers 
has opening for young advertising sales- 
man to act as Chicago representative. 
Drawing $100 weekly. Opportunity for 
steady worker to extend earnings well 
beyond that figure. Established 30 yrs 
ABC. Give full details in confidence in 
first letter. Write 

Box 5472, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 

ADVERTISING & PUBLISHING 

FOR ALL TYPES OF POSITIONS 

GEORGE WILLIAMS-PLACEMENTS 


209 S. State St Ha 7-2063 Chicago 
IMMEDIATE OPPORTUNITY: 
COPYWRITERS 


If you have at least 3 years experience in 
writing copy for consumer durable goods 
you are eligible for a position in the Adv. 
Dept. of one of America’s largest radio- 


TV manufacturers. Location: Chicago. 
Good starting salary and many extra 
benefits including profit-sharing plan. 


Send brief summary of education, experi- 
ence and background for interview. 
5475, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


ARTIST WANTED 

Immediate opening for good experienced 
artist with an Ohio agency. Must be able 
to produce sparkling comps, some finished 
art and lettering. Send samples with com- 
plete resume and salary requirements. 

Box 5476, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 


POSITIONS WANTED 


Experienced space salesman now repre- 
senting national trade paper in 7 mid- 
Atlantic states is interested in represent- 
ing additional trade papers in this area. 
jrite 
Box 5478, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


Copywriter, 26 available for free lance 
work. Good experience in retail, radio- 
TV, home furn. and appliances. Chicago. 
Box 5479, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


REPRESENTATIVES AVAILABLE 
DOES YOUR AD AGENCY WANT TOP 
REPRESENTATION IN THE FAR-WEST 
Small well staffed sucessful So. Calif. 
Agency will represent you and retain 
your identity. Complete ‘“‘know how,’ 
recognition and experience in TV, Radio, 
Nat'l Magazines, Local Dailies, ete. Sur- 
veys and personal representation you 
won't have to apologize for. Valuable 
Hollywood-Los Angeles, San Francisco 
contacts. If you'll state your requirements, 
we'll tell you more 

Box 5481, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


REPRESENTATIVES WANTED 


BARNARD 
A service for eployers and applicants 
in the fields of advertising and publish- 
ing. Office and Professional. 
CEntral 6-3178 176 W. Adams Street 
D J. MASTERSON 
ADVERTISING-PUBLISHING 
PERSONNE 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago 


NEW Consumer 
Magazine 
vast Negro market wants publishers reps 
in all metropolitan areas. Excellent com- 
missions excellent magazine, excellent 
sales story. Reps must have complete adv. 
agency coverage. For immediate appoint- 
ment write 

Box 5480, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


SLICK BIMONTHLY 


“WANTED—ASSISTANT OR REGIONAL ADVERTISING MANAGER AS MID-WEST SALES 
MANAGER FOR NATIONAL PRINTING ORGANIZATION. 


Successful experience in organizing and directing smal! advertising 
sales force essential. Experience in printing organization desirable. 
Unlimited opportunity for resourceful, 
progress in rapidly expanding organization. Write clear, concise 
statement of employment, present compensation, and qualifications. 
Interview in either New York or Chicago will follow by appointment.” 


Box 345 ADVERTISING AGE 
200 E. Illinois St., Chicago, Ill. 


ambitious young man to 


Need a Good Artist? 


A recent classified “help 
wanted” ad, in Advertising 
Age, pulled its head off 
getting applications from 
seasoned art directors. If 
you need a good man at 
one of your drawing 
boards, the chances are 
you can find him quickly 
through a classified ad of 
your own. 


| outstanding opportunity 


perience in this field, 


bonus too’) 
So, if YOU 


protection 


WRITE NOW 


Are YOU This TOP SALESMAN 
in the Outdoor Advertising Industry 


This top-drawer national fabricator of steel products has an 
for you 
favorably) known in the outdoor advertising industry .. . 
IF you're the salesman you think you are! 


Our product is steel panels, uniquely designed for faster erec- 
tion and disassembly than any panel previously available 
been field engineered, tested and approved-in-operation by plant 
men. And its immediate and widespread success on introduction 
forces us to expand our sales personnel. 

If you're between 30 and 50, boasting 5 years or more of ex- 
and proud of your record, 
teply to your application. You'll like the salary (and we'll talk 
and the future will be what you make it. 


are this top man in the outdoor advertising industry, 
write us now! We'll guard your letter with confidence for your 


200 E. Illinois St., 


(and 
and 


IF you are widely 


It's 


you'll get a 


Box 344 ADVERTISING AGE 


Chicago 11, Il. 


designed to blanket Chicago's | 


|| YOUNG MAN WHO CAN WRITE 


REPRESENTATIVES WANTED 
REPRESENTATIVE WANTED: By ex- 
panding midwest manufacturer of signs 
& displays, modern and permanent type 
Specialists in quantity lots for brewers, 
paint manufacturers, supermarket adver- 
tisers, and similar accounts. State exper!- 
ence and lines carried 

Box 5473, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


MAGAZINE 
CIRCULATION 
MANAGER 


National magazine, middle west loca- 
tion, desires experienced Circulation 
Manager. 
Must have heavy experience in direct 
mail subscription promotion work as 
well as all phases of fulfilment, pref- 
erably on special interest magazines. 
Salary open. Write letter giving full 
details of business history and ex- 
perience. Our organization knows of 
this advertisement. 

Box 346, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


—---—--—--—-—---------4 


| SELF-SERVICE | 
. e 

; Specialist 

Experienced in store management, H 

| and advertising and merchandising | 
depts. Both Supermarket and non- 

food. Trade paper writer on Latin | 

American Supermarkets. Heavy | 

| newspaper background. University | 

| degree. If you represent an agency | 

| or mfg. whose products are sold | 

thru self-service units this is your | 
opportunity to acquire the most 

unusual young adman in the United i 

| States | 

Box 341. Advertising Age | 

| 200 E. Illinois St., Chicago 11, Il | 

D 4 


WANTED: 


Long-established, substantial Chi- 
cago agency in durable goods field 
needs man 25-35 who can lift bur- 
den of copy writing from account 
executive’s shoulders. Experience 
in writing magazine advertising 
'| either in agency or advertising 
department necessary. Salary 
$5,200. Send details Box 340, AD- 
VERTISING AGE, 200 E. Illinois 
t.. Chicago 11, Ill. 


PRODUCTION MANAGER 


Manufacturer of nationally ad- 
vertised and distributed toiletries 
is permanently expanding staff to 
|| meet growth of business. Excellent 
opportunity in strong growing 
business in Chicago. Requires 
knowledge of packaging, mer- 
chandising and working with pro- 
duction. When responding, give 
complete experience and salary 
expected. Box No. 343. 


ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


Ee OE OE 


ARTIST — CREATIVE 

Must be fam 

ANIMATED CARDBOARD 
CONSTRUCTION 


with. reference 


ior with 


Particularly 


To Houset 
And/or Autom 


a 3ppliances 
otive Display 


surate with 
Write fully in first letter 
Résumé of past experience 
And references that may 
be contacted 
Midwest Location 
Box 342, Advertising Age 
Chicago 11, til 


Address 
illinois St 


200 € 


The R.C. Maxwell Co. Trenton NS ) 


OUTDOOR ADVERTISING 


ERSONNEL 


FOR ADVERTISING 
VAL HOOVER 

Confidential service for 
employer and applicant 
DRAKE PERSONNEL 


Suite 1009 


7 W. Madison + Financial 6-210 - Chicago 2, Ill. 


Equipment 
for Sale? 

If you want to sell anything 
from recording equipment to 
reproduction equipment such 
as a Multigraph machine, you 
will find the classified page of 
Advertising Age a quick, inex- 
pensive way to contact buyers. 
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ABP Promotion-Research Roundtable Digs 
into Faults of Direct Mail Advertising 


New York, Dec. 16—Some of 
the things wrong with direct mail 
promotion in the business paper 
field were aired here last week at 
Associated Business Publications’ 
second promotion and research 
roundtable. 

Edward N. Mayer Jr., president 
of James Gray Inc. and past pres- 
ident of ihe Direct Mail Adver- 
tising Assn., criticized the pro- 
motion lists of many publishers, 
particularly in the advertising 
press. 

“The best direct mail advertis- 
ing is no good unless it reaches 
the right people,”’ Mr. Mayer said. 
“Too little attention is given to 
the proper list compared with the 
attention that copy and format 
get.’ To correct this situation, he 
recommended that mailing lists be 
checked regularly by members of 
the publication’s sales staff. 


® On copy, Mr. Mayer emphasized 
the importance of writing direct 
mail to impress the reader with 
what the offer will do for him. 
“People buy for only two reasons,” 
he said: “To get a new benefit, 
or to protect one that they al- 
ready have. 

“Advertising,” Mr. Mayer con- 
tinued, “succeeds because of con- 
tinuity. You can't try direct mail. 
You use it. It is a sales tool. The 
more often you tell your story the 
more chance you have of being 
successful.” 

In conclusion, Mr. Mayer stressed 
the importance of testing direct 
mail effectiveness. Every mailing, 
he said, should be tested by talks 
with various people on the mail- 


ing list, by questionnaires and by 
a careful tabulation of the returns. 


s Faulty lists were described by 
all members of the panel as the 
chief problem of direct mail. John 
A. Drake, v.p. of Hicks & Greist, 
pointed out that although his agen- 
cy’s name was changed from 
Moser & Calkins 10 years ago, the 
agency is still getting direct mail 
advertising addressed to the old 
company. 

Mr. Drake showed the panelists 
a large envelope filled with the 
direct mail pieces he’d received 
during one week and said: “Most 
of it is lousy. It says nothing, offers 
nothing, and it is an utter waste of 
time to bother with it. 

“Also, there’s too much trick 
stuff. | haven't time for that. 1 
want direct information in a mail- 
ing piece of what it means to me. 
Give us the stuff that helps us in 
our own business, and you'll get 
your mail read,” he said. 


# All panel members agreed that | 
consumer magazines are among the 
worst offenders in sending out 
useless promotion material. Most 
agency account executives, it was 
said, don’t care about a competi- 
tive fight between magazines or 


whether one publication goes to} 


500 more people than another. 
Media self-glorification is of 
little or no interest to most adver-| 
tisers and agency people, the pan- | 
elists agreed. What they are in-| 
terested in is what a specific pub- | 
lication does to service a specific | 
industry and information useful in 
solving marketing problems. 


‘Purchasing’ Survey Shows Business Men 
Favor Industry Advisory Committee System 


New York, Dec. 16—Should in- 
dustry advisory committees for the 
government be continued? 

Although business’ sentiment 
generally is against too close a con- 
nection between government and 
industry, a survey just made by 
Purchasing (a Conover-Mast pub- 
lication) finds that the system of 
industry advisory committees is 
looked upon favorably in several 
quarters. The system was set up by 
the National Production Authority 
following the Korean outbreak to 
maintain liaison between govern- 
ment agencies and various indus- 
tries affected by emergency regu- 
lations. 


® Purchasing agents, whose opera- 
tions are directly affected by gov- 
ernment controls, were asked their 
opinions on the advisability of con- 
tinuing the IAC plan. 

Almost three out of five (59%) 


JUST ASK FOR MARIE: 
WAbash 2-8655.and ask for 
Marie Maize on your next multi- 


LETTER SHOP, 


always in ‘~~ 
Inc., 431 S. Dearborn St., Chicago 5 


Now in our 23rd successful year.) 


of the companies queried said they 
thought the IAC plan afforded a 
means of better coordination be- 
tween governmem--and business, 
whether or not materials controls 
are abandoned. 

The survey also showed that 
85% of the respondents are against 
changing or broadening the func- 
tions and powers of the commit- 
tees; 51% believe the committee 
arrangement affords adequate rep- 
resentation to all members of in- 
dustry, against 49% who do not 
think so; 75% do not believe the 
IAC’ plan violates the principles 
of anti-trust legislation, 16% be- 
lieve it does, and 9% are unde- 
cided. 


Two Appoint Lamb & Keen 


Lamb & Keen, Philadelphia, has 
been appointed to direct advertis- 
ing for Grit Publishing Co., Wil- 
liamsport, Pa., and Walter Mc- 
Cook & Son, Philadelphia distribu- 
tor of Cliveden yarns. Previously 
H. H. DuBois Inc., Philadelphia, 
handled both accounts. 


Snow Crop Boosts Mahoney 

James F. Mahoney has been 
promoted from assistant institu- 
tional manager to national institu- 
tional sales manager of Snow Crop 
Marketers. 


OOS 


Oats Co. 
color page in Woman's Day and news- 
paper sections to introduce its packets of 
flavor and color changers for cake mixes. 


CHANGER—Quaker used this 


Quaker Oats Puts | 
Flavor and Color | 


Changer in Mixes 


Cuicaco, Dec. 16—Quaker Oats | 
Co. is now marketing its Aunt} 


|Jemima cake mixes with a “fla-| 


vor-changer color-packet.” 

When added to the mix, the) 
|contents of the packet change both | 
|the color and flavor of a cake. 

Quaker Oats said the packet has | 
been successfully tested and will | 
be put in every Aunt Jemima cake | 
mix box. | 

An introductory campaign for | 
the packet included a four-color | 
page in the December Woman's | 
Day, a color spread in 19 Sunday | 
newspaper sections on Nov. 30 and | 
full-page b&w ads in daily news- 
papers on Dec. 11. 

Price, Robinson & Frank, Chi- 
cago, is handling the campaign. 
| 
® Six different packets are being | 
used, but a consumer will have no 
idea which one he is getting in his 
package. The packets placed in 
the silver cake mix will make 
possible lemon, peppermint, win- 
tergreen and spice cakes. The two | 
placed in the devil’s food boxes 
can produce almond mocha or 
chocolate peppermint cakes. 

A buyer can, of course, con- 
tinue to make silver and devil's 
food cakes by simply not using 
the packet. 

Aside from calling it a vegetable 
fat product, Quaker Oats would 
not reveal the ingredients of the 
packet. 


Charles M. Gray Adds Three 
Charles M. Gray & Associates, 
Detroit agency, has added several 
new staffers. Roy R. Dale, who | 
has been a technical editor and 
writer for Ross Roy Inc., has joined 
the creative and contact staff. | 
George D. Davenport Jr., who for- | 
merly owned and operated his own | 
printing business, has been named | 
assistant production manager. 
Frank L. Doucette, previously art 
director for Ted Wolf Co., has) 
joined the art staff. | 


Kings Men to Give Awards 
Kings Men Ltd., Los Angeles 
toiletries manufacturer, will award | 
$7,500 to store owners and man-, 
agers and retail sales personnel | 
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is for Teacher 


A. Desa 
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And her influence 
can last a lifetime 


Not all teachers leave an indelible im- 
pression. But everyone remembers some 
as having a profound influence on his 
life. Every high school graduate has 
spent approximately 10,000 hours with 


school] teachers. Multiply this figure by 
26,000,000 youngsters and you'll under- 
stand what we mean by the “influence 
market.” 


No other publication ins to cover 
the 866,000 teachers reached by State 
Teachers Magazines. That's why so 


many companies, associations and in- 

dustries advertise themselves and their 

philosophy there. Write for full infor- 

mation to Georgia C. wson, Executive 

Vice President, State Teachers Maga- 

a 307 N. Michigan Ave., Chicago 1, 
inois 


State 
TEACHERS 


Magazines 


during 1953 in a sales incentive 
| plan. To be split between managers | 
and sales people, the awards will 
be based on display of Kings Men 
products and percentage sales in- 
creases over 1952. Awards will be 
made quarterly, with between 50 
and 60 stores sharing in the prizes. 


| Baker Appoints Frank-Gould 

Baker Boy Bakeries, Los Ange- 
les, has named Frank-Gould, Los 
Angeles, to handle its advertising. 
A national and regional program 
will use all media. 


John Powers Joins JWT 

John Powers, forrnerly with In- 
ternational News Photos, has 
joined the public relations-pub- 
licity department of J. Walter 
Thompson Co., New York. 


Next Year's Buick 
to Meet Public in 
Newspaper Drive 


Detroit, Dec. 16—The 1953 


Buick will be escorted to the mar- 


ket by an old beau—heavy news- 
paper advertising. 


Buick, traditionally one of the) 


strongest newspaper advertisers 
among the automobile eompanies, 
has scheduled 4,500 newspapers in 
2,500 cities to introduce its new 
line Jan. 8 and for year-round 
promotion. Preceding the an- 
nouncement campaign will be a 
series of teaser ads leading up to 
large space insertions. 

A spot radio drive, which the 
company describes as “operation 
saturation,” will herald the an- 
nouncement ads a week in ad- 
vance. A portion of Dave Garro- 
way’s “Today” (NBC-TV) will be 
used to promote the introduction 
of the ’53 line, and Buick will con- 
tinue with its “Circus Hour” every 
fourth Tuesday over NBC-TV. 


® A list of 25 magazines will be 


used during the year with Better| 
Homes & Gardens, Collier’s, Coun- | 
try Gentleman, Fortune, Life, The | 


New Yorker, The Saturday Eve- 
ning Post, Sunset and Time lead- 
ing the list. 

In addition, a special one-month 
magazine promotion is being 
planned for the Buick “Skylark” 
sports model which will cost “less 
than $5,500.” Holiday and the 
Social Spectator will be used. 

Kudner Agency, New York, 
handles the Buick account. 


Len Woolf Now Full Agency 

Len Woolf Co., Los Angeles, 
originally an art and production 
service, has now rounded out to 
perform all agency functions. It 
has made additions to the staff and 
has established recognition as an 
agency. 


Appoints John B. Goodman 

American Oil Co., New York, 
has appointed John B. Goodman 
assistant director of public rela- 
tions. Mr. Goodman formerly was 
p.r. representative for the Oil In- 
dustry Information Committee of 
New England, Boston. 


Canepa Joins KMOX., St. Louis 

Robert C. Canepa has joined 
KMOxX, St. Louis, as sales service 
| manager. Mr. Canepa formerly op- 
erated a manufacturing business 
jin St. Louis. 


| Roger Wurtz Opens Agency 

Roger Wurtz Advertising has 
been opened at 690 Market St., 
San Francisco, by Roger Wurtz, 
formerly copy chief for Rhoades & 
Davis, San Francisco. 


& K IQ 


a 


GENUINE 
GLOSSY 
PHOTOS 


53-59 E. IMinols St., Chicago 11, Mlinois 
Phone: WHitehall 4-2930 


the 


ABC’s 


South Carolina 


of 


FO et RNR eh ant | 


x CHARLESTON 


134,698 City Zone (ABC) 


e COLUMBIA 


127,171 City Zone (ABC) 


e GREENVILLE 


.* 


a cs 5 Tg 
107,520 City Zone (ABC) 


CHARLESTON is also the S. C. market with the most 


surplus cash — $87,317,000 in surplus buying income left 


after sales in South Carolina's fastest growing county 


with the HIGHEST PER CAPITA INCOME. 
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PHOTO REVIEW 


THE GIFTIE GI'E US—A surprise dinner party was given at the Drake Dec. 5 
for Benjamin D. Waldie (center), president of Waldie & Briggs, Chicago agency, 
on his 25th year of service. Bagpipe music was played and the scroll honoring 
the Scots was given Mr. Waldie along with a gold watch. To the left of Mr. 
Waldie is George L. Briggs, agency v.p., and to his right Roy Lopatka, secretary. 
Leona McMullen, treasurer, holds the scroll, which Mr. Waldie is admiring. 


‘ag 


IORATION—The religious theme in posters around Christmas time was first used 

Mistele Coal & Oil Co., Detroit fuel supplier, in 1948. The reaction to a com- 

cial advertiser using a religious design was so favorable that the company 

repeating the campaign during the 30 days preceding Christmas this year. 
Similar signs will be used during the Easter holidays. 


BOOKISH QUINTET— Within a one-year period, five Minneapolis 
Star and Tribune staff members have had books published. They 
are (left to right) John K. Sherman, book, music and art critic, 
who has published “Music and Maestros,” a history of the Min- 
neapolis Symphony; Cedric Adams, columnist, who has brought 
out “Poor Cedric’s Almanac,’ a collection of anecdotes and 


HANDY—Capehart-Farnsworth Corp. is proud of this new car- 
rying case-display package designed for it by Berger-Amour, 
Chicago. It can be carried easily by salesmen (left) and when 


notes from his column; Clifford Simak, news editor, whose “City” 
is a science fiction story; Arthur Upgren, with his new book on 
economics, ‘‘Economics—Everybody’s Business,” which will appear 
early in 1953, and Carl T. Rowan, staff writer, whose “South of 
Freedom” is based on a newspaper series on the adventures of a 
Negro returning to the South. 


folded is a pr case or a point of sale display. It 


holds five radios and weighs 4'2 pounds. Folded it measures 
14°x15"x17” and unfolded 60” wide, 25” high and 22” deep. 


HIS 25TH YEAR—Robert N. D. Arndt, executive v.p. of John 
Falkner Arndt & Co., Philadelphia agency, was surprised with 
a cake by his associates on the 25th anniversary of his association 
with the agency. Watching him cut the cake are (from left, 
seated) H. S$. Thoenebe, v.p. and copy director; John F. Arndt, 
president, and Seymour S. Preston, v.p, Standing: Earle C. 


COMING AND GOING—That's how Standard Brewing Co 
(Erin Brew) is going to get Cleveland consumers who use the 
public transportation systems. To match this 7° display in the 


Thompson Jr., account manager; Katherine Nelson, assistant treas- 
vrer; Darwin W. Heath, research director; Harry Seeburger, pro- 
duction director; Dorothea Cheeseman, secretary to the president; 
James C. Robertson, art director; Ella McKenrick, office manager; 
Clarence R. Palmer, media director, and Katherine Kempe, Bob 
Arndt's secretary. 


vehicles, Mitchell, McCandless & Klaus, designer of the sign, 
supplies dealers with a “Buy-At-This-Stop” display. The cards will 
run for @ yeor. Agency is Gerst, Sylvester & Walsh, Cleveland. 


SWANK-—If a little green starts creeping into the voices of advertising men around 

the country, it wont be chlorophyll but envy of this posh lounge which the Los 

Angeles Advertising Club has to itself in the new Statler Hotel. For Angeleno ad- 

men who might want to spend a lot of time here, Dictaphones, a public stenographer 
b i 


and telep are ble. (Bar hours are 11 a.m. to 7 p.m.) 


WLIB FESTIVITIES—This happy group was on hand to help celebrate the opening 

of the new Harlem studios of WLIB, New York. Left to right are Harry Novik, 

general manager of the station; Jock Blumstein, president of Blumstein’s Depart- 

ment Store; Clarence Holte of Batten, Barton, Durstine & Osborn; Rudolph Halley, 

acting mayor of New York; Mrs. Halley, and James Fleming, editor-in-chief of 
the Amsterdam News. 
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thompson ©o., New York. 


backing it up with a trade campaign in SUPERMARKET NEWS, 
you are missing the boat. 

The food retailer is also your consumer. If he doesn’t stock your product, 
you are wasting part of your consumer circulation. If he stocks 
your product but doesn’t high-spot it, you are making it harder for the consumer to find. 

SUPERMARKET NEWS will help make the retailer conscious 
of your product. Because he now intensively reads SUPERMARKET NEWS 
as the top paper in the field and first with the news and ideas . . . first by a wide margin 
— an average of more than two weeks ahead. 

That’s why so many of the top executives in the food field read 
SUPERMARKET NEWS as caretally as if they were reading an important contract. 
They can’t afford to miss. They know that if they wait for the rest 
of the field the news is as old as a battered hat. 

Tell the food retailers what you’re doing about branding your products. 

Let them know in advance. We'll get the news to them first. 


Advertising forms close Thursday. Last minute news printed and mailed 


Saturday. Your ad is always news in SUPERMARKET NEWS. 


The Only Real Newspaper In The Supermarket Industry 


Supermarket News 


A Fairchild Publication @ 7 East 12th Street, New York 3, N. Y. 
“Our Salvation Depends Upon Our Printing The News.” 


consumer- 
If you’re advertising to the consumer and not minded 


Women’s Wear Daily 
Daily News Record 
Retailing Daily 
Footwear News 


Men's Wear 
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public transportation systems. To motch this / Gisplay in the 


run tor @ yeor. Agency is Vers!, oy!vesier & wWaisn, Vleverend. 


SOUTH CAROLINA'S 


SOUTH CAROLINA’S 


LARGEST 
METROPOLITAN 
AREA 


(U. S. Census, 1950) 


Ae 80 ome 


COVERED WAGES 


reenville $122,577,546 


75,483,817 


Columbia 
‘ 
Charleston 60,220,530 


S. C. .Emp. Sec. Comm. figures 
Year ending Dec. 31, 1951 


aa 


PIP oe yes 


Greenville leads also in Popula- 
tion, Retail Sales, Employment 
and Autos & Trucks. South 
Carolina’s Largest Metropolitan 
Area is your first market in S. C. 


Department Store Sales. .. 


Sales Gain 1% Still Lag Behind ‘51 


WASHINGTON, Dec. 16—Depart- PR. ay J ; : er —8 
, ‘ r 
ment store sales edged 1% ahead “Bitmingham oe a 
of those of a year ago in the week saenenvalle s — : 
ended Dec. 6, the Federal Reserve Atinnta P= tae: ee 
Board reported Augusta 19 r—6 ° 
" F - —— _ ; New Orleans ..... 26 r—7 7 
The annual Christmas buying Nashville. . 9 —12 9 
rush inflated the weekly sales in- Chicago District . * —i 3 
. er P f Chicago 6 —16 2 
dex to 194, compared to a 191 for Indianapolis ee 0 
the same week last year (100 Detroit 13, —12 % 
047.40 avar- Milwaukee 4-17 —1 
equals the 1947-49 average). St. Louis District 16 r—15 5 
With the stores going into their Little Rock 1 —12 (21 
|! three weeks of sell 1952 Louisville 1—17 —1 
final three weeks of selling, 5 St. Louis Area 8 —I7 5 
dollar volume was still reported oe ret 18 Se ; 
. a nnea ‘ -_ a 
at 1° under that of 1951. Sales in iinncanaie — 7 —13 8 
St. Paul 8 46 7 
Duluth-Superior 5 —12 5 
DEPARTMENT STORE Kansas City District rit —14 4 
Denver 7 -11 ? 
-. SALES INDEX — Topeka o— 5 
Wichita 13 —22 —H 
1947-49 equais 100 Kansas City 10 —15 3 
St. Joseph 13 21 4 
Oklahoma City 5 a“ “< 
2 — * Tulsa 238 — 
Week to Dec. 6, '52*..p194 Dallas District “4-12 2 
Week to Dec. 8, ’51*....191 Dallas 19 —24 6 
Week to Nov. 29, '52*..138 Dect Wentis > 
Week to Dec. 1, '51*....161 Houston 16 | u 
> » & 'S9% San Antonio 4 — 
Week to Nov. 22, 52*..134 San Francisee District 9 —2 = 
Week to Nov. 24, '51*..123 Los Angeles Area 240~C 6 
Downtown Los 3 5 
Not adjusted seasonally Angeles = = 
pPreliminary ; Westside Los 
Angeles 31 —11 0 
ail Oakland 22-—7 -3 
San Diego i9 —13 —1l 
San Francisco 13 =a a 
, Portland 23 
the nation’s department stores — sait Lake City 6 —9 
have not kept pace with the gains Seattle 13 0 1 
. ‘ Spokane 3 2 1 
made by other retail outlets this 
Ty: r—Revised. 
eae *Data not available 
® Most reserve districts reported ee 
gains over a year ago for the week 1952 RETAIL SALES 
ended Dec. 6. The exceptions were AHEAD OF LAST YEAR 
New York, with an average decline WASHINGTON, Dec. 16—The De- 


of 6%, and the West Coast, where 
sales were off 2%. Biggest gain for 
any;city was 21% in Little Rock. 


partment of Commerce reported 
total U. S. retail sales in October 
were nearly $148 billion, 6% 


% Change from ‘51 higher than October, 1951, sales. 


Week Ended Gasoline service stations, up 
Denies ond Gulp Noy: Ney: Pee: 20%, showed the biggest gain. Liq- 
UNITED STATES o —1 1 uor stores, down 18%, showed the 
Boston Dintetes s —— : biggest loss, reflecting last Octo- 
| oo aaa a ae } ber’s heavy buying just before the 
tatoo * lagen a — new tax increase became effective. 
s - . . 
en ei 1s —31 2 The department said total retail 
a Sa ee 3 t-3 «—t sales through October were 3% 
Buffalo + te - oe higher than sales in the same pe- 
ned zore Or = . riod last year. Contributing to the 
ocheste 2 r—I9 , 
Syracuse 1 r—I15 9 over-all gain were increases for 
sip District + Phar 1 gasoline service stations (11%), 
hils PipMia —20 0 — . 
Cleveland Distsies * von 1 food stores (6%), variety stores 
— - ; 7 : (5% ), apparel stores (4%), eating 
incinnats - . . ~* 
Cleveland g —11 —4 and drinking places (4%), drug 
— a . r : and proprietary stores (3%), and 
‘oledo ; , , 
egy 0 —2  g liquor stores (3%). Sales were 
Pittsburgh 12 —17 -—3 down 1% for shoe stores and 3% 
Richmond District ori 2 : © See shoe stores and 3% 
Washington 0 —12 5 for automobile dealers. 


7 Thomas E Meirath — 
and Associates 


and NIGHT SERVICE 
ENGRAVINGS gar eet \\, Winois 


Minos Street 
coher: Delaware 71-5142 


ver try us for 
engravings? You'll be 
Surprised, agreeably 
So. Color as well as 
black-and-white. 


mae AMS Vere Nowe. 


Advertising Age, December 22, 


Ostermoor’s 100th 
Birthday Sparks 
‘53 Ad Campaign 


BrIpGEPorT, Conn., Dec. 16—Os- 
termoor & Co., mattress manu- 
facturer, is celebrating its 100th 
anniversary next year. 

To mark the occasion, a special 
seal will appear on all its adver- 
tising and shipping cartons. The 
“century of progress” advertising 
will appear in magazines, dailies’! 
and trade publications, including | 
Better Homes & Gardens, Bride’s 
Magazine, House Beautiful, Ladies’ 
Home Journal, Life, Living for 
Young Homemakers, National Fur- 
niture Review, Retailing Daily, 
This Week Magazine and many 
Sunday newspaper sections. 

Ostermoor is regarded as the 
“first company to make and sell 
mattresses on a national scale,” 
according to S. G. Krupka, presi- 
dent and principal owner of the 
company, which he took over from 
the original Ostermoor family two 
decades ago. 


® The company originally made 
its sales direct to the consumer 
through national advertising and 
mail campaigns. Ultimately, this 
system was replaced by exclusive 
dealer franchises throughout the 
nation, which remains the com- 
pany’s method of distribution to- 
day. 

The company built its reputa- 
tion on the fact that its mattresses 
were “built (with felt)—not 
stuffed.” 

It is an early member of the 
National Assn. of Bedding Manu- 
facturers. 

Ewell & Thurber, Chicago, han- 
dles Ostermoor’s advertising. 


Farm Editors Group Elects 


J. O. (Jack) Matlick, editor of 
The Kentucky Farmer, Louisville, 
has been elected president of the 
American Agricultural Editors 
Assn. Other officers elected are R. 
H. Reed, editor of Country Gen- 
tleman, Philadelphia, v.p., and C. 

Mast, editor of Agricultural 
Readers Digest, Chicago, secretary- 
treasurer. 


Joins Brennan Advertising 


John K. Lynah, recently head 
of his own agency in Los Angeles, 
has been appointed a senior ac- 
count executive of Brennan Ad- 
vertising, Houston. He will con- 
centrate on new ideas and copy | 
slants for the accounts under his 
direction. | 


Hathaway Boosts Wallace 

C. F. Hathaway Co., Waterville, 
Me., manufacturer of dress and 
sport shirts, has promoted Harry 
W. Wallace to the new post of ad-| 
vertising manager. Mr. Wallace 
has been a company sales execu- 
tive. | 
To Paul Grant Advertising 


The Garment Dyers Guild of 
America, Chicago, national trade 
association of wholesale garment 
re-dyers, has appointed Paul 
Grant Advertising, Chicago, to di- 
rect its advertising. 


1952 


Coming 
Conventions 


*Indicates first listing in this column. 

Dec. 27-29. American Marketing Assn., 
winter conference, Palmer House, Chi- 
cago 

Jan. 22-24, 1953. Assn. of Railroad Ad- 
vertising Managers, The Greenbrier, 
White Sulphur Springs, W. Va. 

Jan. 23-25, 1953. Advertising Assn. of 
the West, midwinter conference, Fresno, 
Cal, 

Jan. 26-28, 1953. Newspaper Advertis- 
ing Executives Assn., annual meeting, 
Edgewater Beach Hotel, Chicago. 

Jan. 28, 1953. Associated Business Pub- 
lications, midwest clinics, Drake Hotel, 
Chicago. 

Feb. 9-11, 
Assn., marketing conference, 
ler, New York. 

*Feb. 13-14, 1953. 
Assn., annual convention, 
Minneapolis. 

Feb. 16-17, 1953. Inland Daily Press 
Assn., midwinter meeting, Drake Hotel, 
Chicago. 

Feb. 25, 1953. Associated Business Pub- 
lications, annual eastern clinics, Roosevelt 
Hotel, New York 

March 31-April 2, 1953. Point of Pur- 
chase Advertising Institute, annual meet- 
ing and exhibit, Palmer House, Chicago. 

April 20-23, 1953. American Manage- 
ment Assn., packaging conference and 
exposition, Navy Pier, Chicago. 

April 30-May 3, 1953. Associated Busi- 
ness Publications, annual spring confer- 
ence, Hot Springs, Va. 

*May 1-3, 1953. Associated Business Pub- 
lications, annual spring conference, The 
Homestead, Hot Springs, Va. 

June 14-17, 1953. Advertising Feder- 
ation of America, 49th annual convention, 
Statler Hotel, Cleveland. 

June 21-25, 1953. Advertising Assn. 
of the West, Golden Anniversary meeting, 
Fairmont Hotel, San Francisco. 

June 22-24, 1953. Newspaper Advertising 
Executives Assn., summer meeting, Som- 
erset Hotel, Boston. 

June 22-25, 1953. National Industrial 
Advertisers Assn., annual conference, Ho- 
tel William Penn, Pittsburgh, Pa. 


1953. American Management 
Hotel Stat- 


Northwest Daily Press 
Radisson Hotel, 


Allis Named PR Director 


Bayard A. Allis, formerly an ac- 
count executive with James Thom- 
as Chirurg Co., Boston and New 
York agency, has been named di- 
rector of public relations of Barium 
Steel Corp., New York. He will be 
responsible for advertising, pub- 
licity and public relations, and 
will coordinate the activities of the 
company’s 16 subsidiary com- 
panies in these departments. 


‘Rootie Kazootie’ to Bow 

“Rootie Kazootie,” a children’s 
television program, will make its 
debut over the ABC-TV network 
Saturday mornings, 9:30 to 10, 
CST, beginning Jan. 3. The pro- 
gram will appear under the spon- 
sorship of Walter H. Johnson 
Candy Co., Chicago, for its Power- 
house candy bar. 


Quality 
CIRCULATION BUILDERS 


for leading 
Magazine Publishers 


UNION CIRCULATION CO., INC. 
5 Columbus Circle, N.Y.19 * CO 5-8088 


“Over a Quarter Century 
of Dependable Service” 


16th in EFFECTIVE 
BUYING INCOME per FAMILY 


Among Sales Management's 
162 Metropo!l:tcn Areas 


Ir your advertising dollar is seeking 
the quality markets first—then the 
Quad-City area belongs close to the 
top of your list. Year by year this 
community rates higher and higher 
among the 162 standard metropolitan 
areas. Good ancestry, fine geograph- 
ical location and diversified means 
of livelihood all contribute to a high 
standard of living among Quad- 
Citians. You cover 3 of the 4 Quad- 
Cities when you use The Argus and 
The Dispatch. 


The MOLINE Dispatch 
Zhe ROCK ISLAND 7Figucs 


BLLEN RAPE CO National Mi prec 
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Long Beach Papers 
Claim Largest Ad 
Gain in Quarter 

New York, Dec. 17—-The “fabu- 
lous story of Long Beach, Cal.,” 
was related to 280 New York ad- 
vertising executives today at a 
luncheon by Herman H. Ridder, 
publisher of the Long Beach Inde- 
pendent-Press-Telegram. 

The Ridder interests bought the 
Long Beach papers some months 
ago, and the luncheon here yes- 
terday climaxed a series of four 
“progress reports” to advertisers. 
The others were held earlier in 
Chicago, Los Angeles and San 
Francisco. 

In October, Mr. Ridder reported, 
the Long Beach papers gained 
832,748 lines of advertising over | 
the previous year, and for the last | 
quarter will show “the largest} 
gain of any papers in the world,” 
he said. 


® He attributed the fantastic tin-| 
age gains not to anything the new 
management has done, aside from 
pointing out the spectacular growth 
of the market. The Ridder interests 
bought the Long Beach papers on 
the theory that the area would 
reach 500,000 population, he said, 
and “now I think it will go to 
750,000.” 

Some 35,000 people are moving 
to southern California every 
month, Mr. Ridder said, “and the 
only area with room for them is 
Orange County and Long Beach.” 
The city (and Lakewood, a new 
development completely surround- 
ed by Long Beach) is not only 
growing at a remarkable rate, but 
Long Beach has rights to tidelands 
oil in its harbor. As a result, the 
city has $140,000,000 in its treasury 
and oil royalties are piling up at 
the rate of $3,000,000 to $4,000,000 
a month. Taxes, he said, are about 
one-half normal and yet the city 
has more money than it knows 
what to do with. 

Bernard J. Ridder, head of the 
family group, also spoke briefly 
at the luncheon, which was given 
by Cresmer & Woodward, the pa- 
pers’ representative. 


Promotes Knoff to S. M. 


J. F. Knoff has been promoted 
to v.p. and general sales manager 
of the Airtemp division of Chrys- 
ler Corp., with headquarters in 
Dayton. He has been with Airtemp 
for eight years, and since 1951 has 
been general sales manager of the 
Chrysler division which makes 
heating and air conditioning equip- 
ment. 


‘Vision’ to Use New Paper 

Vision, Spanish language news 
magazine published by Latin 
American Magazines, New York, 
will be printed entirely on glossy 
paper. All copies will be included 
by early 1953. 


Central Scientific Boosts Green 


Central Scientific Co., Chicago, 
has promoted John F. Green to 
general sales manager. Mr. Green 
has been Chicago district sales 


manager. 


ADD CHRISTMAS PARTIES—TF Club of Chicago, organization of 
business publication space salesmen, held its first annual Christ- 
mas party Dec. 12 with some 250 in attendance. In this group 


are, left to right: David 


M 


Watson, App 
Gurley, Modern Railroads; & 


; Roy 
field, Advertising Age; 


Traffic World. 


Needham, Louis & Brorby Tells the 
Story Behind Johnson’s New Glo-Coat 


(Continued from Page 1) | 
1951, introduced the product in the 
Midwest in the spring of ’52 and 
had nationwide distribution and 
promotion by this fall. 

To advertise the new product, 
Needham, Louis & Brorby searched 
for a different theme, hoping to 
steer clear of the hackneyed words | 
that had been used for so long in 
wax advertisements, like “shinier,” 
“easy to apply,” etc. 


s The copy theme finally selected 
was based on one of the primary | 
appeals that was discovered in the 
test of 540 housewives; namely, 
that the wax was scuff-resistant. 
Ad copy stressed that this was “A 
new kind of floor polish that ends 
scuffed-up floors.” 

Was the campaign successful? | 
Curt Berrien, v.p. and copy direc- 
tor of the agency, answered that 
question with a single sentence: | 
“It has sold a hell of a lot of High | 
Gloss Glo-Coat.” 

The advertising program devel- 
oped for Johnson’s new product 
during the last six months of 1952 | 
included the following: | 

1. Commercials on four six-day- 
a-week news shows on the Mutual | 
net. This will be increased to five} 
shows next year. 

2. Commercials on the “Robert 
Montgomery Presents” TV show, 
which Johnson sponsors on an al-| 
ternate-week basis with American | 
Tobacco Co. In 1953 the company | 
will also be an alternate sponsor 
of the TV show, “The Name’s the 
Same.” 


= 3. Ads in store-distributed pub- 
lications like Better Living, Every- 
woman’s, Family Circle and Wom- 
an’s Day, and in regional maga- 
zines like Holland’s, Sunset Mag- 
azine and Western Family. 

4. Newspaper ads. In the first 
six months of the initial campaign 
for High Gloss Glo-Coat, Johnson 
spent more money for newspaper 
advertising than for any other 
medium (this statement by Fred 
Mitchell, account executive for 
Johnson, drew applause from the 


tere 


Tribune admen). 
eS eons $i 


« 


‘ iat hy TA, | 


SOUTHERN SPEAKERS—Talking it over between their stints on the program for the 
Southeast chapter, American Assn. of Advertising Agencies, meeting in Atlanta are 
(left to right) William W. Neal, Liller, Necl & Battle, Atlanta, chairman of the 
board of governors; Leyton Carter Jr., Gallup & Robinson, Princeton, N. J.; — 
Nelson, of the Four A’s headquarters staff, New York, and Earle Ludgin, 
Ludgin & Co., Chicago, who spoke at a luncheon session of the meeting (Story on 
Page 3). 


75 ROLE 


| 
| 


| 
| 


In cities of more than 450,000 
population, ten large-space news- 
paper ads were used in the first 
six months, In cities of 50,000 to 
450,000 population fewer and 
smaller ads were used, and 1r cities 
of 25,000 to 50,000 the ads were 
still smaller, and fewer were used. 
This newspaper campaign will be 
strengthened in 1953, Mr. Mitchell 
said. 

He used a chart based on figures 
obtained by the Chicago Tribune 
Consumer Panel to show how High 
Gloss Glo-Coat sales compared 
with those of other leading prod- 
ucts in this market. Here are the 
panel’s figures (all approximate): 

Per Cent of Market 


Feb. Aug. 

BRAND 1952 1952 
High Gloss Glo-Coat . 20 40 
IE 6rd a6 ep ako 40 25 
IE in-text hace she 25 10 


Nestle’s Campaign 
in ‘American Girl’ 
Tested by Students 


New York, Dec. 18—Nestle Co. 
will begin a special campaign for 
its cookie mix and semi-sweet 
chocolate morsels with a four-page 
four-color insert in comic strip 
style in the January issue of 
American Girl. 

The campaign will run exclu- 
sively in American Girl and is the 
first time a comic strip ad has been 
accepted by the publication, which 
is published by Girls Scouts of the 
U. S. A. 

Copy for the drive was first 
tested by submitting an advance 
version to 150 junior and senior 
high school students in home eco- 
nomic classes. Criticisms and com- 
ments of both pupils and teachers 
were reflected in the final copy, 
according to Cecil & Presbrey, 
agency for Nestle chocolate prod- 
ucts. The usual procedure has been 
to test final copy. 

Information Materials Press, 
specialist in educational material, 
produced the insert for the agency. 


P&G TESTS FLUFFO 

CINCINNATI, Dec. 16—Fluffo, a 
new Procter & Gamble Co. short- 
ening made from hydrogenated 
meat fats and vegetable oils, is now 
being test marketed. Packed in one 
and three-pound cans, Fluffo will 
not be available nationally for 
many months. 


KARK Promotes Dowden 

A. C. Dowden has been promoted 
to commercial manager of KARK, 
Little Rock, Ark., an NBC affiliate. 
He began with the station as a 


RALPH M. HENDERSON 


New York, Dec. 18—Ralph M. 
Henderson, 73, v.p. of John Price 
Jones Co., fund raising organiza- 
tion for institutions, and of its 
public relations and advertising af- 
filiate, Jones & Brakely, died yes- 
terday after a brief illness. 

After he was graduated from 
Harvard in 1902, Mr. Henderson 
entered the newspaper business as 
a reporter on the Tribune, Johns- 
town, Pa., and later became adver- 


43 


PAUL THOMAS 


New York, Dec. 16—Paul 
Thomas, 56, formerly advertising 
manager of Cheney Bros., fabrics 
manufacturer, and more recently 
an account executive with Abbott 
Kimball Co., died Dec. 14 after 
suffering a cerebral hemorrhage. 

A native of Ohio, Mr. Thomas 
came to New York as a young man. 
After gaining varied experience 
in several advertising agencies, he 
formed his own company. In 1925 
he became advertising manager of 
Cheney Bros. 

He is credited with being among 


Howard Carlson, Signode Steel Strapping Co.; Leonard Woods, the first to use fine art and modern 
Macintyre, Simpson & Woods; Jack Johnson, Advertising Re- i in the advertisin 

quirements; J. H. Miller and R. Silverman, American Photocopy art tomasques ie e ad . 
Co.; James Williams, Signode Steel Strapping Co.; Carl Zehner, 


of fabrics and fashions. After leav- 
ing Cheney Bros. in the °30s, he 
operated his own agency until 1945 
when he joined Abbott Kimball Co. 
as an account executive. He left 
that agency in 1951, and for the 
last year operated his own sales 
promotion service. 


JOHN B. SALTERINI 

New York, Dec. 16—John B:- 
Salterini, 65, designer and manu- 
facturer of wrought iron furniture, 
and a pioneer national advertiser 
in that field, died yesterday at his 
home here. 

He was born near Rome, Italy, 


tising manager of the Albuquer- and came to the U. S. at the age 
que Herald. He served in similar of 20. He settled first in Syracuse, 
positions on the El Paso Herald N. Y., where he edited an Italian 


and Santa Fe New Mexican before 
he joined the Jones organization 
in 1924. In recent years he had 
been active in industrial public re- 
lations. 


JOHN L. ANDERSON 


New York, Dec. 16—John Lewis 
Anderson, for many years adver- 


*| tising art director of Stern Bros., 


and before that of R. H. Macy & 
Co., died Dec. 14 at United Hos- 
pital, Port Chester, N. Y., after a 
long illness. 

Mr. Anderson, who was brought | 
to this country as a child, became | 
a commercial artist as a young 
man, and was a pioneer in the 
use of photography in retail adver- 
tising. He was also credited with 
having trained many artists in the 
retail field. } 


CHARLES PAJEAU 


Cuicaco, Dec. 19—Charles Ham- 
ilton Pajeau, toy inventor and 
founder of Toy Tinkers Inc. in! 
1914, died Wednesday at 77. 

Death came to Mr. Pajeau at his 
home in Evanston, Ill., a suburb of 


newspaper. Later he was a sales- 
man for Lazarus & Rosenfeld, 
china and glass manufacturer. 

He became a partner in Salterini 
& Gallo in the manufacture of 
wrought iron articles, and fo 
his own company when the com- 
pany was dissolved in 1934. 

The company’s business gré 
from a gross volume of $60,( 
year to $2,000,000, largely as a 
sult of its national advertisi 
considered outstanding in the f 
niture field (AA, April 21). 


SAMUEL G. CHALIFOUX 

Cuicaco, Dec. 17—Samuel 
Chalifoux, 74, president and 
founder of Photopress Inc., pion 
photo-lithographer, died yester 
in Hollywood where he was va 
tioning. 

Born in Chicago, Mr. Chalifo 
started his career with Edw. 
Keogh Printing Co., where he 
ceived his basic training in lett 
press printing. In 1920 he joined t 
Wallace Press as a pressman a 
became general manager bef 
leaving in 1929. 

With the development of photo 


Chicago where his company also | Offset lithography in the ’20s, Mr. 
was located. | Chalifoux and his son, Edward J. 

Toy Tinkers, of which Mr. Pa- Chalifoux, started Photopress, one 
jeau was chairman, was taken over | Of the first offset firms in the Mid- 
this month by A. G. Spalding &| West. Another son, Raymond &., is 
Bros. Mr. Pajeau was to have re-| Plant superintendent of Photo- 


mained as a consultant. 


WILLIAM M. MEDBERY 


Cuicaco, Dec. 16—William M. 
Medbery, 63, retired sales manager 
of International Cellucotton Prod- 
ucts Co., died yesterday. 

Born in Chicago, Mr. Medbery 
was graduated from the old Lewis 
Institute and joined Bauer & Black 
as a salesman after leaving school. 
He served overseas with the 
Army’s 33d Division during World 
War I and joined International 
Cellucotton after his discharge in 
1921. 

Mr. Medbery was the first Kotex 
salesman for ICU, which intro- 
duced the product to the public the 
same year he joined the company. 


years ago. 


GRANT WRIGHT 


PHILADELPHIA, Dec. 


He retired as sales manager three | 


16—Grant | 


| press, and three grandsons and a 
jnephew are associated with the 
business. 


JAMES F. COBURN 


Cuicaco, Dec. 16—James F. Co- 
burn, 37, advertising and sales pro- 
motion manager of General Card 
Co., manufacturer of greeting 
cards, died suddenly Dec. 14. 

| Born in Minneapolis, Mr. Co- 
| burn spent most of his early years 
|in New Orleans and started edi- 
| torial work there for the Times- 
Picayune. He later joined the edi- 
| torial staff of the San Francisco 
| Chronicle and moved to Chicago 
three years ago. 

In failing health, he started with 
General Card in the fall of 1950 as 
a clerk-typist and shortly there- 
after was promoted to sales promo- 

| tion manager. 


| HERMAN L. WITTEMANN 
New York, Dec. 16—Herman L. 


| staff announcer in 1942 and be- 
came city sales manager the same 
year. 


Sanford Levin Moves 

Sanford Levin Associates, New 
| York agency, has moved to larger 
quarters at 38 E. 38th St. 


rle 


Wright, 87, former publisher of the Wittermnann, 66, owner and presi- 


Eastern Dealer, farm machinery dent of Albertype Co., lithog- 
| trade journal, died yesterday at his , rapher, died yesterday at his home 
home in Wynnewood, Pa. Mr. in Maplewood, N. J. Mr. Witte- 
Wright published the Journal from mann had been president of the 
1907 until his retirement four years company, which was founded in 
ago. 1867 by his father, since 1926. 
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Hawaii PR Men Elect 

Roy J. Leffingwell, public rela- 
tions director of Hawaiian Sugar 
Planters’ Assn., has been elected 
president of the Hawaii chapter | 
of the Public Relations Society of | 
America. Other officers elected are | 
F. Gordon Chadwick, advertising | 
and public relations director of | 
Mutual Telephone Co., v.p., and 
James W. Carey, assistant public 


! 
’ | 


relations director, Hawaiian Su- 
gar Planters’ Assn.,_ secretary- 
treasurer 


Names Ad. PR Representatives 


Howard Rotavator Co., Arling- 
ton Heights, Ill., distributor of 
British-made farm implements, 
has named Budd Gore & Co., Chi- 
cago, to handle its advertising, and, 
Harshe-Rotman, Chicago, to di- 
rect its public relations. 


Elects Baker and Hagedorn 
Sam S. Baker and Horace Hage- 
dorn, v.p.s of Kiesewetter Asso- 
ciates, New York agency, have also 
been elected v.p.s of Stern's Gar- 
den Products Inc., distributor of 
Miracle-Gro plant food. 


| 
| 
| 


| 


| 
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Changes Offer 
Advantages to 
Admen: Ludgin 


(Continued from Page 3) 
any other, he added. 

‘He also cautioned the Four A’s 
members on the use of humorous 
commercials, which he said are 
dangerous because too often the 
selling message gets lost in the 
humor. Animation, however, is 
worth its high cost, Mr. Carter re- 
ported. Gallup & Robinson re- 
search has found that animation 
is particularly effective when it 
is highly relevant, when it ties in 
with the familiar and when it 
starts selling immediately. 

Animation permits an exaggera- 
tion of a selling idea, Mr. Carter 
pointed out, and when animation | 
is coupled with actual demonstra- | 
tion, “maximum results may be} 
expected.” | 
| 
® In a discussion of client-agency | 
relationships, Stuart Broeman, 
president of American Bakeries | 
Co., Atlanta, told the admen not to 
reject ideas “just because the cli- 
ent suggested them.” 

Mr. Broeman, who has worked 
with the same agency for 20 years, 
said, too, that too many clients 
“turn sour on a new agency sin | 
ply because sales don’t soar im- 
mediately.” An agency-client re- 
lationship that can live through 
its second year has a good chance 
of surviving indefinitely, Mr 
Broeman estimated. 

As radio’s spokesman on the pro- 
gram, William B. Ryan, president 
of the Broadcast Advertising Bu- 
reau, said: “Television is not the 
answer to all things in advertis- 
ing.” He cited Advertising Re- 
search Bureau tests which show 
radio outdistancing TV in produc- 
ing results on a dollar-for-dollar | 
basis. 

“Any advertiser who sells radio 
short sells himself short,” Mr. Ry-| 
an declared. 


| 


Dodge Promotes Desmond, 
Woolsey to Sales Manager 

Dodge division of Chrysler Corp., | 
Detroit, has promoted L. P. Des-| 
mond to sales manager for cars 
and William S. Woolsey to sales 
manager for trucks. 

Mr. Desmond had been adver- 
tising and merchandising director 
before his present advancement. | 


w 
- 


William Woolsey t. P. Desmond 
He joined Dodge in 1945 and has 
been sales supervisor in the De- 
troit office and regional manager 
in Kansas City. Mr. Woolsey had 
been director of truck sales. He 
joined Dodge in 1939 as district 
truck manager in Pittsburgh and 
later became Pittsburgh regional 
truck manager. He rejoined Dodge 
after World War II and has held 
sales posts in San Francisco and 
Minneapolis. 


Opens New York Office 

Patterson Publishing Co., Chi- 
cago (American Restaurant Mag- 
azine and American Motel Mag- 
azine), has opened publication of- 
fices at 11 W. 42nd St., New York. 
Homer Guck, who has been on the 
advertising staff of both maga- 
zines, will be in charge of the of- 
fice. The office was opened to 
handle increased business from 
the New England and New York 
areas. 


| owners until June 1, 
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ADAPTABLE—This four-in-one display piece designed for its dealers by Given Mfg. 
Co., Los Angeles, can be used to promote Waste King pulverators generally or for 
three holidays: Christmas, Valentine’s Day and Mother's Day. The change is done 
through a reversible display stand skirt and changeable copy panels. Einson-Free- 
man Co. did the display. H. M. Gardner & Associates, Los Angeles, is the agency. 


NEA Becomes Sole 
Owner of Weekly 


Newspaper Reps 


New York, Dec. 16—An agree- 
ment covering the reorganization 
of Weekly Newspaper Representa- | 
tives Inc., advertising representa- 
tive for about 8,000 weeklies, has 
been reached by the National Edi- 
torial Assn. and the American 
Press Assn., co-owners of WNR. 

Both groups will continue as 
1953, when 
the APA will quit the weekly 
newspaper representative field, 
leaving the NEA as sole owner. 

The realignment includes 
“strengthening financial controls,” 
with state press associations and 
the NEA participating. Wolf & Co. 
has been signed for auditing and 
“additional safeguards have been 
instituted to assure newspapers re- 
ceiving their payments in the fast- 
est possible time.” Also, “stricter 
operating budgets have been es- 
tablished to allow for fluctuating 
volumes of business.” 


s Warren Grieb, sales manager 
for WNR, has been named execu- 


| tive manager in charge of all op- 
| erations. Gene Alleman, manager 
|of the Michigan 


Press Assn., is 
serving temporarily as acting gen- 
eral manager. Michael Colesanto 
resigned as general manager Dec. 
l. 

WNR was formed in December, 
1951, by the merger of the sales 
and service departments of the 
APA and the Newspaper Advertis- 
ing Service (owned by NEA). It 
was a joint ownership deal, on a 
50-50 basis. The setup, then long 
in the works, was welcomed by ad- 


vertising executives as “a_ step 
which automatically eliminates 
confusion over duplicate repre- 
sentation, promises uniform and 


more efficient methods of billing, 
checking and servicing, and sim- 
plifies our problems in doing busi- 
ness with weeklies (AA, Dec. 31, 
_ 


Peck Adds Account 

Rosenthal-Block China Corp., 
New York, maker of dinnerware, 
artware and giftware, has named 
Peck Advertising Agency. The ac- 
count was last with Owen & Chap- 
pell. 


Promotes Warren Widenhofer 

Warren W. Widenhofer, assist- 
ant public relations director, will 
become public relations director of 
Indiana & Michigan Electric Co., 
Fort Wayne, on Jan. 1. He suc- 
ceeds E. Charles Mueller Jr., who 
will join Henry J. Kaufman & 
Associates, Washington agency, as 
an account executive. 


Cane to Leave Barricini 
Wallace Cane, director of ad- 
vertising and public relations for 
Barricini Candy Shops Inc., Long 
Island City, will leave the com- 
pany in January. He has been 
with Barricini since October, 1950. 


Quaker Oats Boosts Gordon 
Colin S. Gordon, v.p., has been 


promoted to executive v.p. of 
Quaker Oats Co., Chicago. The 
company now has two executive 


v.p.s. The other is H. Earle Muzzy, 
who was named to the post in 1947. 


Life-Size Indian 
and Totem Pole Are 
in Pontiac’s Drive 

Pontiac, Micu., Dec. 17—Pontiac 
auto agencies may start looking 
like old fashioned cigar stores this 
year. 

At least the Pontiac division of 
General Motors Corp. hopes that 
dealers will take to a new display 
it’s offering in the form of a life- 
size replica of Chief Pontiac, the 
car maker’s trademark. The Chief 
and a totem pole are both being 
offered for use as either an in- 
door or outdoor display. 

This is all part of Pontiac’s '53 
advertising program which got 
started with the introduction of its 
new models, Dec. 5 and 6. The pro- 
gram, according to B. B. Kimball, 
advertising manager, is one “of in- 
creased scope, using all the tried 
automotive advertising media...” 

Following its announcement 
splash in newspapers, Pontiac is 
using spots on 526 radio stations 
and 103 television stations and a 
regular series of ads in a total of 
4,700 daily and weekly newspapers. 

Full-color and b&w spreads and 
pages are planned in a “wider 
range of magazines in the consum- 
er field.” Pontiac will also con- 
tinue to be an active advertiser in 
the automotive trade publications, 
Mr. Kimball said. 

MacManus, John & Adams, De- 
troit, is the Pontiac agency. 


To Petesch, Hecht & O’Connor 


Curta Calculator Co., Chicago, 
has named Petesch, Hecht & 
O’Connor, Chicago, to handle ad- 
vertising and promotion for its 
bantam-size calculating machine. 
Consumer and trade publications 
and direct mail will be used. 


bat NATIONAL 
oes DISTRIBUTION 
Fast, Easy, Low in Cost! 


Today's soaring sales costs call for your careful 
examination of the old tested, proved inde- 
pendent selling field. This plan has built 48- 
State distribution quickly and at remarkably 
low cost for many of America’s multi-million 
dollar industries . . . and hundreds of smalier 

If your product or line can be sold by 
personal demonstration, we invite you to secure 
a frank, experienced appraisal of your possi- 
bilities and future in the direct-to-consumer 
selling field. There is no cost or obligation to 
you, Write today in detail. 
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You Ought toKnow ¢ o Harry Fitzgerald 


In a sense, Harry Fitzgerald got his start in outdoor advertising 
when he was only 16 months old. 

His father, Frank Fitzgerald, submitted a picture of Harry to the 
Bill Poster, official journal of the Outdoor 
Advertising Assn. of America, and the maga- 
zine asked its readers to guess young Harry’s 
age. The best guesser was to receive a free 
full-page ad in the Bill Poster. 

Harry was 57 last month, and he is now 
board chairman and executive v.p. of Cream 
City Outdoor Advertising Co. in Milwaukee, 
which his father headed for 23 years before 
his death eight years ago. Harry is also the 
newly elected president of the Outdoor Ad- 
vertising Assn. of America, succeeding Myles 
Standish, who was named chairman of the 
board. 


a age 


® Despite his early “start,” Harry Fitzgerald's 
young ambitions didn’t include following in 
his father’s footsteps at Cream City. In the 
early 1900s he wrote for Milwaukee newspa- 
pers parttime while attending high school and Marquette University. 
He also attended law school at Northwestern University, Evanston, IIL, 
and at Marquette. 

He enlisted in the Army when 


Harry Fitzgerald 


World War I started, and spent 


ry liked the challenge that the 


ten months in France. When he| °Utdoor advertising field offered 


returned to the U. S. his mind was 
made up. He was going to hit the 
agency “beat” in New York and 
make advertising his career. 

But his father was in poor 
health, so Harry went back to 
Milwaukee in 1920 and started to 
work at Cream City. Frank Fitz- 
gerald’s health improved—he was 
85 when he died in 1944—but Har- 


PAYS ITS WAY IN 
IDEAS ALONE 


Ideas are the most precious of all 
personal assets. Every Clipper is 
idea inspiring. Users have told us 
that even if they clipped no art from 
their Clipper, they would continue to 
take it for inspiration values alone! 
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300 SUBJECTS, 1000 PRINTS 


Every issue has 13 pages (17')” x 
22'2”) of original quality art, 12 
pages (8'9” x 11'2”) of utility de- 
vices, 20 or more “How to Use’ 
samples. Monthly cost only $15.00 
A single good idea can pay you { 


many times the smal! cost! | 
rs a a 
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105 Walnut St. + Peoria, Illinois 


and decided to make it his career. 


® The Fitzgeralds haven’t owned 
Cream City Outdoor from its in- 
ception. They bought the plant 
from its previous owners in the 
late 1920s—and found themselves 
“in up to our neck for $1,000,000 
at a time when the bottom was 
dropping out of the country’s 
economy,” Harry Fitzgerald told 
ADVERTISING AGE. 

But they hung on to their plant 


|! “There is a lot of new, young 
| blood in the industry,” the new 
| OAAA president said, “and from 
ithe way they look and talk I 
think they’re already dedicated 
| to the business—a business that 
| really started to spark in the mid- 
| dle 1930s, when men like Fulton, 
Kleiser, Robbins, Walker and other 


outdoor giants gave it its great) 


| impetus.” 

® Harry Fitzgerald plans to be a 
|very active OAAA president. He 
| wants to travel across the coun- 

try, talking to plant operators 
| about their piebiems and explain- 

ing to them the various sales and 
service programs of the industry. 
| One of his most important jobs, 
| he feels, is to convince outdoor op- 
|erators of the growth potential of 
| their medium. 

“Kerwin Fulton and his group 
| {Mr. Fulton is president of Out- 
door Advertising Inc., the indus- 
|try’s national sales organization] 
jus sell the advertising if we can 


just get the panels erected. One of 
} the difficulties that plant operators 
| face, however, is finding desirable 
| locations on which to erect new 


panels,” he said. 


s “The postwar housing boom has 
necessitated the removal of num- 
erous signs, and many operators 
have to struggle to keep their 
plants from actually decreasing in 
number, let alone increasing.” 

Harry Fitzgerald has that prob- 
|}lem in his own Cream City plant, 
| which currently handles about $1,- 
| 500,000 in outdoor advertising an- 
nually. 

The Cream City plant has a 
high proportion of painted bulle- 
| tins, due primarily to the fact that 


ful efforts to reduce traffic acci- 
dents. 

When he isn’t all wrapped up 
in outdoor—and that’s not often— 
Harry Fitzgerald likes to hunt and 
fish. He and his wife make reg-| 
ular treks to northern Wisconsin, 
and Mrs. Fitzgerald doesn’t come 
along just to do the cooking; she’s | 
an active sports enthusiast herself, 
according to husband Harry. 

Serving as an association head 

won't be anything new for Harry 
Fitzgerald. He was president of 
the Outdoor Advertising Assn. of 
Wisconsin from 1924 to 1926, and 
again from 1928 to 1929. Since '29 
| he has been secretary-treasurer of 
|the state association. 
From 1933 to 1935 he served as 
|v.p. of the business development 
, division of OAAA, and he was very 
active in the Barney Link Fellow- 
ship studies conducted at the Uni- 
versity of Wisconsin from 1924 to 
1930. 

Currently he is a member of the 
| board of directors of Outdoor Ad- 
| vertising Inc. and Traffic Audit 
| Bureau Inc., and is a charter mem- 
|ber of the Milwaukee Advertising 
| Club. In addition, he serves on sev- 


| eral OAAA committees. 

| Townsend-Williams Bows 

| Townsend-Williams, Kansas 
City, Mo., a new agency, has been 
opened by Robert S. Townsend and 
Arthur L. Williams. Mr. Town- 
send, president and treasurer, for- 
merly operated his own agency. 
Mr. Williams, v.p. and secretary, 


formerly was with R. J. Potts, 
Calkins & Holden, Kansas City, 
as copy director, and with Gardner | 
Advertising Co., St. Louis. The} 
agency’s offices are in the Mer-| 
chandise Mart Bldg. | 


and made money every year of! yilwaukee’s brewers test many of | Appoints Bozell & Jacobs 


the depression, he said, adding 
that an amazingly high percentage 
of outdoor plant operators. both 
large and small, didn’t sell out 
during this period, “because they 
had faith in the industry.” 

This type of faith is what has 
made the industry so successful, 
in Harry Fitzgerald’s opinion. 

“Outdoor men become dedicated 


to their medium,” he told AA. 
“Actually, it’s a little like show 
business—although individual per- 


formers compete for the applause 
of the audience, they band to- 
gether and fiercely defend their 
profession. Outdoor people are the 
same way, and are keenly aware 
that their own individual success 
depends completely on the suc- 
cess of their neighbor. 


Lt Pill » + mgr sats 
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A diversified market made up of 
33 individual communities with 
more than half a mi 
tive buyers—all thoroughly New 
England in every respect. 


lion prospec- 
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The N Haven Register 
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| their painted displays in that city. 
| Cream City has done considerable 
| experimenting with its paint op- 
| eration, as well as with its poster 
| activities, in an effort to find new 
and better methods. 


@ Harry Fitzgerald has a keen in- 
terest in public relations, and it 
is reflected in the strong support 
that his Cream City plant gives 
to public service campaigns. Per- 
haps the outstanding example is 
the cooperation that his plant has 
given to the Milwaukee Safety 
Commission in its highly success- 


Strutwear Inc., Minneapolis 
;manufacturer of hosiery, lingerie 
and blouses, has appointed Bozell 
& Jacobs in Minneapolis to handle 
its advertising, effective Jan. 1. 
Plans for 1953 call for an intensi- 
fied merchandising program and 
increased emphasis on store pro- 
|motions. Previously, Batten, Bar- 
ton, Durstine & Osborn, Minne-| 
apolis, handled the account. 


To Malone, Moore Associates 

| Pandia Inc., New York manufac- | 
turer of pulp processing equip-| 
ment, has appointed Malone, Moore | 
Associates, New York, to handle 
its advertising. | 


6 East IMA Sireet 
Murray Hill 5 4404 


photography in 


| @lt its phases.. 


Industrial - Food 
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Promotes Thomas A. Stratford 


American Welding & Mfg. Co., 
Warren, O., has promoted Thomas 
A. Stratford to manager of adver- 
tising and public relations. Mr. 
Stratford succeeds Don W. Daw- 
son, who has been made manager 
of the building and products di- 
vision. Joining the company in 
June, Mr. Stratford has been as- 
sistant manager of product devel- 
opment and advertising. 


Weiss & Geller Boosts Dodge 


Bruce M. Dodge, radio-televi- 
sion production supervisor for the 
New York office of Weiss & Geller, 
has been promoted to a v.p. Mr. 
Dodge joined the agency in August, 
1952. Previously he was manager 
of all radio and TV production for 
Kenyon & Eckhardt, New York. 


NBP Recognizes 146 Agencies 


Recognition has now been ex- 
tended to 146 advertising agencies 
by National Business Publications, 
Washington. Beginning with its 
January, 1953, edition, Standard 
Advertising Register will carry 
NBP initials with the listings of 
agencies recognized by NBP. 


“Promotions on Puget 
Sound Demand 
Tacoma Coverage, 


says George M. Arndt, 
Colgate-Palmolive-Peet Co. 


s 


George M. Arndt is Seattle Distr 
Manager of the Toilet Articles 
partment, Colgate-Palmolive-Peet Co. 
The firm's Seattle district office is 
in the Securities Building, 3rd and 
Stewart. 


“The Puget Sound market of 
Washington does about 50% of 
the state’s total business,” Mr. 
Arndt says. “We know from 
experience that both Seattle and 
Tacoma must be covered if a 
sales promotion in this area is 
to be fully effective. No doubt 
of it, Tacoma is a must in Wash- 
ington State.” 


Think twice about Tacoma! It's a 
separate, distinct, important mar- 
ket. It's covered ONLY by the 
dominant News-Tribune. That's 
why—on Puget Sound you need 
BOTH Seattle and Tacoma cov- 
erage every time. Ask Sawyer, 
Ferguson, Walker Co. 


a 


News Tribune 


Over 82,000 Cirevlation, ABC 


Transit Radio 
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“Voice of Firestone” (NBC), this 
time two or three points away 
from the top 10, with a correct 
identification score of 82.7%. A 
noteworthy member of the Oc- 
tober-November top 10 is “Two 
o - for the Money,” the only new 
Continues Hi h show to break into the inner circle. 
g This quiz, which featured come- 
dian Herb Shriner, started this 
(Continued from Page 1) | fall. The other nine are returning 
Other leaders on the October-| programs mostly of long duration 
November listings: 


Identification 
of TV Sponsors 


“Hit Parade” (Lucky Strike,!@ Another reason for jubilation on 
NBC), 94.1%; “Fight of the| the part of sponsors is the declin- 
Week" (Pabst, CBS), 92.8%;|ing trend in the misidentification 


“Television Theater” (Kraft, NBC), | column. One report ago, Goodyear, 


91%; “Two for the Money” (Old!then a newcomer as alternate | 
Gold, NBC), 90.9%; “Suspense” | sponsor of “TV Playhouse,” topped | 


(Auto-Lite, CBS), 87.7%; “I Love! the wrong identification list with 
Lucy” (Philip Morris, CBS) | 20.4%. (Goodyear is not included | 
87.1%; “Toast of the Town” (Lin- lin the October-November report | 
coln-Mercury, CBS), 864%;| since interviewing did not cover 
“What's My Line” (Stopette, CBS),| the week of its sponsorship.) 
84.5%; “Cavalcade of Sports” On the current report the high 
(Gillette, NBC), 84.1%; “Groucho| mark for misidentification was set 
Marx Show” (DeSoto-Plymouth, | py “Amos ‘n’ Andy” (Blatz, CBS), 
NBC), 83.1%. with 14.1%. “Mr. Peepers,” who 
Runner-up to “Talent Scouts” | had just started to work for Reyn- 
on the mid-surnmer report was the] olds Metals on NBC, was next 
with 9.5%. Lots of shows had no 
misidentification, with responses 
divided between “correct” and 
“don't know” answers. 
Encouraging as the correct an- 
swer average is for advertisers 
the “don’t know” responses in- 
dicate that there is ample room 
for many sponsors to make more 
effective use of their money by 
improving their commercials o1 
opening and closing credits. 


<< 


KELLY-SMITH COMPANY 
$8,126,000 


* FOOT NOTE 
According to 
Soles Management 
1952 Survey of 
Buying Power 


EVENING 


TWIN CITY 


moe 


e: 


s Of nearly 30 of the shows listed, 
40% or more of the viewers cov- 
ered in the multi-station cities 
surveyed by Trendex didn’t know 
the sponsor’s name. 

Programs with the most room 
for improvement in this respect 
are: 

“I Married Joan” (General Elec- 

tric, NBC), 705%; “Homicide 
Squad” (Sterling Drug, ABC), 
170.3%; “Ellery Queen” (Bayuk, 
i} ABC), 64.7%; Walter Winchell 
(Gruen, ABC), 63.8%, and ‘Meet 
the Press”’ (Revere Copper, NBC), 
1] 61.8%. 
' Most of these shows, excepting 
ij ‘‘Meet the Press,” had not been 
i} with their sponsors very long when 
;| the interviews were made. 


k 


National Representativ 


MORNING SUNDAY 


WINSTON-SALEM 
JOURNAL and SENTINEL 


of ALL North Carolina DRUG SALES 


i} Elects James Webb President; 
:|LaRoche Stays as Chief Exec 


James D. Webb, executive v.p. 
of C. J. LaRoche 
& Co., New York, 
for the past year, 
has been elected 
president of the 
agency. Previous- 
ly, Mr. Webb 
was with Young 
& Rubicam, 


The Winston-Salem JOURNAL 


& SENTINEL are the ONLY papers 


in the South offering a Monthly Gro- 
cery Inventory--an ideal test market. 


1/10th 


Advertising Age, December 22, 1952 


WHOLESALER’S PLUG—Federal-Rice Drug Co., Pittsburgh wholesale drug distributor, 

got the cooperation of 20 manufacturers and set up this double truck in the Pitts- 

burgh Press, plugging the variety of gifts available at “your neighborhood drug 
store.” Jay Reich Advertising, Pittsburgh, is the wholesaler’s agency. 


Wm. H. Wise Co. 
Owes $1,000,000 
to 200 Creditors 


(Continued from Page 1) 
full of its debts under the follow- 
ing arrangement: 5% payabie on 
Aug. 15, 1953, 20% on Jan. 15, 
1954, and 25% annually in the en- 
suing three years. 

A creditors’ meeting will decide 
whether or not to accept the pro- 
posal. 

A Wise executive explained the 
company’s financial troubles as be- 
ing caused by an “over-extension 
in publications,” particularly in in- 
expensive books that cest as much 
to produce and ship as the selling 
price. It was also noted that re- 
turns on radio advertising had fal- 
len off in the past few years while 
costs remained high. 


riod in 1951. 

| Two and a half years ago Wise 
made news when it sent letters to 
1,500 newspapers offering per in- 
|}quiry advertising (AA, May 15, 


Campbell-Ewald Names James 
Hastings to Creative Statf 
James N. Hastings, formerly 
with R. W. Webster Advertising, 
Los Angeles, has joined the crea- 
tive staff of 
Campbell-Ewald, 
Detroit. Mr. Hast- 
ings, who will not 
have a title, will 
work with the 
creative groups 
on all accounts, 
being responsible 
to Henry G. Lit- 
| tle, agency presi- 
dent. He will 
work in the head- 
quarters office in 
| Detroit. 
| Mr. Hastings, who has won 
|numerous awards for his creative 
work, obtained his first agency ex- 
perience with Bowman, Deute & 
Cummings, San Francisco. He was 
transferred to the agency’s Hono- 
lulu offices in 1939, where he 
worked on local accounts. 


James N. Hastings 


Farrell to Brown & Staff 


John M. Farrell, formerly v.p. 
and account executive of Wm. W. 
Harvey Inc., Los Angeles agency, 
has been named v.p. and account 


executive of Byron H. Brown & 


50). A similar offer was made to| Staff, Los Angeles. 


| radio stations. There were no re- 
| ports available on the progress of 
the promotion. 
The present company is 17 years 
old and stems from a predecessor 
| founded in 1906. 
| Adwomen to Hold Yule Party 
The 35th annual Christmas party 
of the Women’s Advertising Club 
of Chicago will be held on the 
evening of Dec. 23 in the Illinois 
Club for Catholic Women. Each 
|member will bring a gift which 
| will be delivered to aged patients 
; at Cook County Hospital. 


Conmar Names Hewitt, Ogilvy 

Conmar Products Corp., Newark 
manufacturer of zippers, has 
named Hewitt, Ogilvy, Benson & 


® The publisher advertised arent | to handle its advertising, 
and also lists two advertising agen-| which is expected to expand dur- 
cies in the Standard Advertising| ing the next year. William H. 
Register, Thwing & Altman and! Weintraub & Co. formerly had the 
Huber Hoge & Sons. Both agencies | account. 


CENTRAL ~ 
FLORIDA 
ISLAND” 
MARKE 


COVERED ONLY BY 
ORLANDO SENTINEL-STAR 


MORNING-EVENING.SUNDAY 
ORLANDO, FLORIDA 


Not. Rep. BURKE, KUIPERS G MAHONEY 


are included among the creditors. 

Fred C. Breismeister, listed as 
v.p. and director of advertising 
and sales for Wise, refused to com- 
ment on the amount of advertising 
handled by the two agencies. Nor 
would he comment on the amount 


THIS NEWEST WARWICK 


of indebtedness to media. 

The Thwing & Altman agency 
says it has not placed any adver- 
tising for Wise in the past year 
because of the debt the publisher 
had run up. The debt “is not sub- 
stantial,” the agency says. 

Huber Hoge president Cecil 
Hoge told AA the money due his 
agency amounts to “about $5,000,” 


where he was v.p 
and manager of! 
the new business | 
department. 

Chester J. La- 
Roche will con- | 
tinue as chief ex- | 
ecutive officer of 
ilthe agency and head of the plans 
board. | 


| 


James D. Webb 


The Winston-Salem JOURNAL 


& SENTINEL are the ONLY papers 


Isgrig Appointed Zenith 
Radio Corp. Ad Director 

Erik Isgrig, formerly an account | 
executive with Earle Ludgin &)| 
Co., Chicago, has been agpemtes | 
director of advertising of Zenith 
Radio Corp., Chicago. This is a! 
new position j 

Prior to joining Ludgin in April, 
1952, Mr. Isgrig was an account 
executive with Young & Rubicam 
and before that had been with Sor- 
enson & Co., Chicago agency, from 
1945 until December, 1948. Be- 
4) tween 1942 and 1945 he served in 
Qi the Navy. 


= 

( Frank H. Fleer Drops Show 
~ Frank H. Fleer Corp., Phila- 
'@ *\delphia chewing gum maker, has 
@/ dropped its “Pud’s Prize Party,” 
}on the NBC television network, 
| following 26 weeks on the air. No 
TV replacement has been planned. 
Lewis & Gilman, Philadelphia, is 
the Fleer agency 


completely blanketing an important 
9-county segment of North Carolina. 


amounted to 34,937, 


the remnant of a roto page in the 
Sunday News and some radio ad- 
vertising. 


TYPESETTING SERVICE 
IS IMPORTANT TO YOU! 


WHAT new service? It’s called “‘Fotoset” . . . 
sensational, new process of setiing type directly on film or paper! 
Headings, body, tabuiar matter. . . 
cally and less expensively. From the “‘spare no expense”’ brochure to 
the “‘save every penny” piece, Warwick Fotoset does the job. 


it’s Warwick's 


all composition is set automati- 


WHY is it important? You get razor-edge sharpness of all 


® Wise has spent $2,000,000 in the 


past 11 years through the Hoge throughout 


agency, Mr. Hoge said, but not 
much in the past three to four reproduction proofs . 
years. 


Creditors of the company include 
concerns in the printing paper, 
bookbinding and advertising fields. 
Attorneys for Wise said the com- 
pany sustained losses in 1950 and 
1951. Business last week amounted 
to $115,000, they said. 

Publishers Information Bureau 
reports that Wise spent $26,690 in 
general and farm magazines and 
$253,970 in Sunday supplements in 
the first ten months this vear. Of 
this, $115,300 went into Puck— 
The Comic Weekly, $107,000 into 
The American Weekly and $31,- 
670 into This Week Magazine. To- 
tal PIB expenditures by Wise in 
1951 amounted to $475,285. 


new Fotoset can mean to you, 
write Dept. A-12 


WARWIC 


920° Washington Ave. 


s The publisher spent $638,075 in 
newspapers in 1951, according to 
Media Records. For the first nine 
months of this year, linage 
compared to 
121,207 lines during the same pe- 


letters, including the finest serifs and hairlines . . 
And there's no smudging or bleeding. No matter what 


TYPOGRAPHERS 
INCORPORATED 
St. Lovis 1, Mo. 


++. overnight by rail and air from nearly all U.S... 


. evenness of color 


your layout calls for you get it from Warwick on actual film or 
. . ready for the engraver or lithographer. 


HOW will it save you time? Warwick Fotosetter sets type 
directly on film, so all you need do is OK galley proofs before final 
film or reproduction proofs are produced to your exact specifications. 


HOW will it save you money? With 32 type fonts up to 
36 point at the finger tips of the operator (which means keyboard- 
ing many large “handset” sizes) . . . 
type metal... the speed and flexibility of Fotoset composition is 
naturally a more economical operation. 


the elimination of expensive 


WHERE can you get it? Warwick Typographers can give 
you Fotoset combined with a complete typographic service, from 
creative typography to typesetting ready for the engraver or printer. 
Warwick serves clients in 32 states plus Mexico and Puerto Rico. 


For the complete story of what Warwick's 
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Advertising Age, December 22, 1952 


Irving Harris 
to Leave Toni 


Cuicaco, Dec. 19—Irving B. Har- 
ris yesterday announced that he is 
resigning, effective Dec. 31, as ex- 
ecutive y.p. of the Toni Co. divi- 
sion of Gillette Co. He will remain 
on Gillette’s board of directors. 

Mr. Harris said he is planning 
to devote his time to the investi- 
gation of opportunities for invest- 
ing risk capital and that he also 
will serve as an advertising and 
merchandising counsel. 

The resignation of Mr. Harris, 
one of two brothers who developed 
Toni home permanent, comes in 
the wake of a mass reshuffling of 
Toni advertising accounts (AA, 
Dec. 8). 


8 Foote, Cone & Belding, principal 
agency for Toni since July, 1946, 
revealed that it was severing all 
associations with Toni. The agen- 
cy’s billings had declined to less 
than a majority of Toni’s $10-$11,- 
000,000 budget. 

The 10 accounts involved were 
parceled out among Weiss & Gel- 
ler, Tatham-Laird, Leo Burnett 
Co. and Price, Robinson & Frank. 
These agencies already had been 
handling parts of the account. 

The effective date for the shuf- 
fle, originally announced by R. N. 
W. Harris, Toni’s president, as 
March 1, has been moved up to 
Jan. 1. Leo Rosenberg, who had 
been handling Toni’s accounts at 
Foote, Cone & Belding, said the 
shuffle will take place as fast as 
the other agencies can absorb the 
accounts. 


® A spokesman for Irving Harris 
emphasized that there was abso- 
lutely no connection between the 
account shuffle and Mr. Harris’ 
resignation. The spokesman said 
Mr. Harris had been planning the 
move for some six months because 
of Toni’s current strong position 
and that in this period he had been 
devoting only half his time to 
Toni. 

Mr. Harris said he will open an 
office early next year in Chicago’s 
Merchandise Mart—where Toni’s 
headquarters now are located— 
and that he will continue as na- 
tional chairman of the develop- 
ment committee of the Menninger 
Foundation for psychiatry. 


s Mr. Harris’ brother, Neison, who 
founded Toni in July, 1944, will 
continue as president and as a 
member of Gillette’s board of di- 
rectors. 

Irving was brought into the firm 
by his brother in January, 1946, 
and in that year coined the slogan, 
“Which Twin Has The Toni.” He 
also was responsible for bringing 
Toni into network radio in 1947. 

The brothers sold Toni Jan. 2, 
1948, to Gillette for $20,000,000 
and remained as chief executives. 
Since the company has _ been 
founded, more than 150,000,000 
Toni kits have been used in this 
country and sales now are world- 
wide. 


s What effect the reshuffling of 
Toni accounts will have, person- 
nel-wise, remained undisclosed 
this week. Three of the agencies 
now handling Toni accounts said 
they either have been hiring, are 
considering hiring or will be doing 
some hiring. 

All stated that, as of this mo- 
ment, no personnel have changed 
as a result of the shuffling. Mr. 
Rosenberg declined to say what his 
future plans are, stating merely 
that he was still working on the 
Toni accounts. 

Both Mr. Rosenberg and Toni 
spokesmen said the moveup of the 
shuffle date was undertaken be- 
cause of a desire by all concerned 
to get the action accomplished as 
soon as possible. 


| Homestead, Progressive 
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see CONUAIR 


FOR 1953—Five weekly magazines will 
carry this Consolidated Vultee Aircraft 
Corp. color page early in ‘53. It will also 
run in nine trade publications and foreign 
editions of Reader's Digest, via Buchanan 


& Co. 


Erwin, Wasey Study 
Shows How Farmers 
Buy Gas Products 


New York, Dec. 18—There are 
more tractors than automobiles on 
farms, and despite co-ops and 
“home supply” outlets, more than 
60% of farmers buy gasoline at 
service stations, according to a 
new farm market survey released 
by Erwin, Wasey & Co. 

The survey was planned and di- 
rected by T. N. Tveter, Wasey v.p. 
and director of markets‘and media, 
and Dale Anderson, director of re- 
search. Nine farm magazines co- 
operated and shared in the cost. 
They are American Agriculturist, 
Capper’s Farmer, Country Gentle- 
man, Farm Journal, Farm & 
Ranch-Southern Agriculturist, 
Farmer-Stockman, New England 
Farmer 
and Successful Farming. 

In addition to a wealth of data 
on buying of petroleum products, 
the survey reports that more farm 
families read farm magazines than 
read either daily or weekly news- 
papers, and about twice as many 
read farm magazines as read gen- 
eral magazines, As many farm 
families read farm publications as 
own radios. 


Winchell, Others 
Sued by 'N. Y. Post’ 


and James Wechsler 


New York, Dec. 19—The Walter 
Winchell-New York Post feud 
flared up in court this week. The 
Post and its editor, James A. 
Wechsler, filed libel suits in the 
supreme court of New York Coun- 
ty against Mr. Winchell, American 
Broadcasting Co., Gruen Watch 
Co., Hearst Corp. and King Fea- 
tures Syndicate. Gruen presents 
the commentator on ABC (AM and 
TV). Hearst publishes the Daily 
Mirror, New York outlet for his 
column, which is distributed na- 
tionally by King Features. 

Charging that Mr. Winchell has 
been conducting a “campaign of 
defamation” against it “with al- 
most daily derogatory references,” 
the Post sued for $750,000. In a 
separate action, Mr. Wechsler 
asked $775,000 in damages for 


Last Minute News Flashes Broadcasters Are 


Allan Peters Forms Own Agency 

New York, Dec. 19—Allan Peters, formerly v.p. and partner in the 
Chernow Co., has formed Allan Peters Advertising with offices at 350 
Fifth Ave. Eight or nine accounts in the fashion, home furnishings 
and film field will be announced within 30 days. Prior to his Cher- 
now affiliation, Mr. Peters was an account executive with Weiss & 
Geller and Bozell & Jacobs. 


Martin Named Publisher of ‘Aviation Week’ 


New York, Dec. 19—McGraw-Hill Publishing Co. will announce 
Monday the appointment of Robert W. Martin Jr. as publisher of 
Aviation Week. Mr. Martin has been general manager of the magazine 
since July. Robert F. Boger, who has been publisher, will continue as 
publisher of Engineering News-Record, Construction Methods & Equip- 
ment, and the Construction Daily. 


Graver Named Hallicrafters Marketing Head 

Cuicaco, Dec. 19-—Richard A. Graver, v.p. and general manager of 
Capehart-Farnsworth Corp., Ft. Wayne, Ind., has been appointed v.p. 
and director of marketing of Hallicrafters Co. 


Gaylord Names Ross Roy; Other Late News 

e Gaylord Products Inc., Chicago maker of bobby pins, hair nets, etc., 
has shifted its account from Hershel Z. Deutsch & Co., New York, to 
Ross Roy Inc., Chicago. The company’s 1952 ad expenditure was in ex- 
cess of $200,000, AA was told. 

e With billings for the first 11 months of this year running 17.3% 


ahead of 1951, Mutual Broadcasting System expects its 1952 gross in- 
come to reach $21,500,000—the highest mark in several years. Novem- 


' ber business was 37% ahead of last year’s. 


| 
| 


e Miles Laboratories, Elkhart, Ind. (Geoffrey Wade Advertising), will 
welcome in the new year with a “man on the street” type of broad- 
cast covering midnight festivities in cities in three time zones over 
Mutual and NBC. 


e First network to sell radio and TV coverage of Queen Elizabeth 
II’s coronation in London is NBC, which has signed General Motors 
Corp. (Kudner Agency) as a sponsor. Radio will carry live commen- 
tary and tape recordings on June 2. Television will present films of 
the event as soon as they are available. 


e Alan W. Goldman, formerly with Benton & Bowles, has joined the 
copy department of Sullivan, Stauffer, Colwell & Bayles, New York. 


e Ted Sandler, who has been associated with the agency since its in- 
ception in 1947, has been named v.p. in charge of art for Robert W. 
Orr & Associates, New York. 


e Scholastic Magazines, New York, is offering pictorial inserts of 8 
to 32 pages to advertisers. For 16 pages in all four Scholastics, adver- 
tisers will pay 2.5¢ per magazine copy for printing and inserting. A 
“nominal increase” over this figure will be charged advertisers who 
want Scholastic to create and produce the insert, in addition to dis- 
tributing it. Weekly circulation of the magazine is over 1,200,000. 


U. S. Steel Names 

. troduce new steel products duri 
Myers Director of 1953 and much of the aunts 
Market Development | ity for their promotion will rest 


upon the market development di- 
PITTsBuRGH, Dec. 16—Robert C. | vision. 
Myers has been appointed director 


of market development of United ‘Collier's’ N es 


States Steel Co. He succeeds Rob- 
ert J. Ritchey, who has resigned. Spi ] Ad M ager 
New York, Dec. 18—Shepard 


Mr. Myers joined U. S. Steel in 

1939 as a development representa- 

tive for Carnegie-Illinois Steel Spink, advertising director of Faw- 

Corp. He became assistant manager] cett Publications until early this 
month (AA, Dec. 8), has been 

named advertising manager of Col- 


of market development for Car- 
negie-Illinois in 1946, and when 

lier’s. He succeeds Denis L. Regan, 
who has resigned. 


U. S. Steel Co. was formed in 1951 
E. P. Seymour, advertising di- 


was made assistant director of 
rector of Collier’s, also told AA that 


market development for the new 
company. (U.S. Steel Co. becomes 

Charles Richardson, eastern sales 
manager, who has been on a three- 


grams in the mining industry. 
U. S. Steel will undoubtedly in- 


part of U. S. Steel Corp. Jan. 1, 
when the parent company becomes 


primarily an operating company.) 

Under the direction of Mr. My- 
ers, U. S. Steel’s market develop- 
ment division will be concerned 
with the expansion of existing 
markets for the company’s prod- 
ucts and the development of new 
markets. The division will also 
promote U. S. Steel's products 
within these. markets. 


s During the coming year, Mr. 
Myers expects that the market de- 
velopment division, along with 
other new activities, will continue 
its programs in the farm market, 
which entail the promotion of steel 


statements made in the past four| farm buiidings and stainless steel 


months. 


Lambert Co. Promotes Camp 


| 


bulk milk handling systems, and 
a program which concentrates on 
the greater use of creosote-pre- 


Frank E. Camp has been elected | served wood on the farms and in 
a v.p. of Lambert Co., Jersey City. | industry. 


He has directed the sales activities 
of Lambert since they were cen- 
tralized in 1949 and will continue 
to do so. For six years prior to that 
time he was v.p. in charge of sales 
of Pro-phy-lac-tic Brush Co., 
Florence, Mass., now a Lambert 


‘ subsidiary. 


The division will also continue 
to encourage a wider use of stain- 
less steel for industrial buildings. 
It will continue its efforts to en- 
large the market in the petroleum 
industry for steel products, and the 
development of promotional pro- 


month sick leave, will return to 
Collier’s March 1, and Tom Reis, on 
the Chicago sales staff, will be 
named manager of the Cleveland 
office which Crowell-Collier ex- 
pects to open shortly. 

Although eight Collier’s issues in 
the three-month period since July 
12 were under the circulation base, 
Mr. Seymour reported that 
looks now as though Collier’s will 
| have its biggest quarter in circula- 
|tion in history” during the final 
| three months. 


|Myers Joins Edward Lamb 


Eugene R. Myers, formerly mer- 
chandising manager of WTAM- 
| WNBK, Cleveland, has been ap- 
pointed merchandising manager 
and regional sales representative 
for Edward Lamb Enterprises, To- 
ledo, O., radio and television sta- 
tion operator. 


WAM I Bows in Opp, Ala. 


WAMI, a new radio station for 


“it | 


Improving Shows, 
House Group Says 


WASHINGTON, Dec. 17—The spe- 
cial House subcommittee that has 
been studying “offensive” radio 
and TV programs reported today 
that it is pleased with the efforts 
that broadcasters are making to 
deal with plunging necklines, off- 
color*jokes and bad commercials. 

The subcommittee said it hoped 
that the industry will intensify 
its efforts. 

“Self-regulation is making sub. 
stantial progress in this field,” 
the report said, “and, so long as 
the public interest is served, is 
preferable to government imposed 
regulation.” 


® The subcommittee observed that 


tastes of the American people are 
so diversified that no general rule 
can be formulated to eiiminate 
bad taste. 

“The industry code is not and 
cannot be a subsutute for the re- 
sponsibility of the individual sta- 
tion licensee,” it said. 

The committee doubts that spe- 
cific rules and standards could be 
established to cope with each in- 
stance of offensive advertising. It 
suggested that the National Assn. 
of Radio & Television Broadcasters 
code groups proceed on a case-by- 
case basis to determine the Kinds 
of advertising which are in “bad 
taste.” 

The report urged broadcasters, 
advertisers and agencies to retog- 
nize the elements of poor taste that 
may be present in beer and Wine 
commercials. It expressed Hope 
that more cultural and educati@nal 
programs will find commefeial 
sponsorship in thé future. — 


Tri-Cities Papers 
Publish in Spite of 
Strike by Printers — 


Mo uingE, Itu., Dec. 17—Resid@énts 
of this Tri-Cities area—Daven- 
port, Ia, and Moline and Rock 
Island, 1ll.—are not being deprived 
of the service of the four néws- 
papers here, despite a wallgout 
strike of 135 printers last Mo y. 
In fact, they are richer by one more 
paper, a tabloid, 12-page ly 
being put out by the union. e 
union paper is soliciting advertis- 
ing. 

The four struck papers are the 
Davenport Democrat, Davenport 
Times, Rock Island Argus and 
Moline Dispatch. The union is 
Local 107, International Typo- 
graphical Union. The strike has 
been called over the question of 
whether the papers can use tele- 
typesetter machines. 


; 
: 


s Editorial and supervisory em- 
ployes are being used in the com- 
posing room. The papers pooled 
their resources to bring out their 
papers. 

The Moline Dispatch, the Rock 
Island Argus and the Davenport 
Times, afternoon papers, ex- 
changed full-page matrices with 
each other from which to make 
plates for their respective editions. 
The Davenport Democrat is a 
morning paper, and is supplying 
some pages for the Times. 


| ‘The papers published 10 to 16 


pages each the first day of the 
strike. By Tuesday, they were able 
to bring out editions 16 to 22 pages 
in size. 


Ross Roy Inc. Names Rast 
James L. Rast has been named 
an account executive on the Mur- 
ray Corp. of America home appli- 
ance division account, to handle 
plumbing ware, by Ross Roy Inc., 
Detroit. He formerly was a repre- 
| sentative for House Beautiful in 


Opp, Ala., started broadcasting at| the Cleveland and New York areas 
noon Dec. 13, using a power of 1,-| and at one time operated his own 


000 watts. 


' agency in Buffalo. 
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This Week in Washington 


Weeks Must Resolve Inconsistency 


By Stanley Cohen 
Washington Editor 

WASHINGTON, Dec. 18—Give the 
Department of Commerce the 
slightest encouragement and it will 
come up with a readily quotable 
statement testifying to the impor- 
tance of advertising in the na- 
tional economy 

As the “business man’s friend” 
in governnient, the department 
recognizes its obligation to chal- 
lenge any suggestion that advertis- 
ing is uneconomic or anti-social 

Under the _ circumstances, it 
should be perfectly appropriate for 
the incoming secretary, Mr. Sin- 
clair Weeks, to determine whether 
the department is as sympathetic 
toward advertising as its public 
Statements suggest 

He might start out by looking at 
the department's official policy 
prohibiting the use of any of its 
photographs in advertising lay- 
outs. 

Defense agencies and many civ- 
ilian departments roll out the wel- 
come mat for advertisers who are 
interested in looking over and us- 
ing the millions of wonderful still 
photos which are available in pub- 
lie files. 

But the Department of Com- 

erce, which maintains impres- 

ye picture files in many of its bu- 

f@us—Such as the Civil Aero- 
MButics Authority, the National 
Bureau of Standards and the 
Weather Bureau—says it cannot 
t@ke any chances that the pictures 
Will be used in such a way as to de- 
t#act from the dignity of the gov- 
@mment or imply that the govern- 


Ment endorses a particular prod- 
tt tu, Brute? 
. a e 


j he House interstate commerce 
C@minitiee may decide to resume 
investigations of radio and TV 


4 year. A special subcommittee 
ich has been investigating “of- 
PRsive” radio and TV programs 
has reported that there is no need 


IT’S IN THE BAG 
when you use photos in your 
promotions. Surveys prove 
people prefer them. Pictorial 
mags. ond newspapers reach 
top circulations becouse ef 
them. SINGLE PRINTS er 
money-saving sub. aveil- 
able. Write for FREE Proef- 
book No. 1! 

EYE*CATCHERS, inc. 
207 E. 37th St., N.Y. City1é 


GREAT MOTION PICTURES 


- 


for “censorship,” but has pointed 
out that there are other problems 
raised by which 
could stand further attention 

At least two fields of investiga- 
tion are being discussed: (1) The 
desirability of licensing networks 
as well as stations. and (2) the re- 
lationship between the motion pic- 
ture and TV industry 

e . * 

Many of the metals allocation 
programs which have limited the 
production of autos and consumer 
durables are entering their final 
phase. Pefore disbanding the mul- 


programming 


titude of committees which are the} 
mobiliza- | 


backbone of industrial 
tion, however, the National Pro- 
duction Authority is asking major 
manufacturing groups to prepare 
an “M-Day” plan for use in the 
event of future remobilization 

The automobile industry has in- 
dicated that it needs somewhere 
up to six months to convert from 
full production activity to a full 
mobilization program 

- + - 
Twenty-nine unhappy mail users 


turned up Monday when the Post} 


Office Department had an 
house” to discuss a proposed 23% 
parcel post rate hike which is to 
be filed with the Interstate Com- 
merce Commission next month. 
Parcel post users feel they have 
been forced to shoulder more than 
their share of recent postal cost in- 
Rate arguments for other 
mail go to 
considerable 
department's 
post rates *are 
which 


“open 


creases 
classes of Congress, 
which has 
picking holes in the 
Parcel 
|» 3g 


success 


arguments. 


fixed by the is con- 


moted to the post of price chief to 
succeed Tighe Woods. The Wage 
Stabilization Board is limping 
along without industry and labor 
members. 

The National Production Au- 
thority is back in the hands of H. 
B. McCoy, professional Commerce 
Department executive who did the 
spadework in defense mobilization 
when NPA was created two years 
ago. Richard A. McDonald, the last 
“big name” industrialist to lead 
NPA, resigned Sunday and is re- 
turning to the chairmanship of the 
executive committee of Crown- 
Zellerbach Corp. 

e . e 

The Federal Communications 
| Commission is making another ef- 
| fort to decide on an official atti- 


tude toward store radio, transit 
radio, functional music and other 
special activities of FM _ broad- 
casters. 


Twice in the past the commis- 
sion has refused to go along on 
staff proposals which ban these 
activities as “point-to-point” func- 


broadcasters to do just about as 
they please. 


has 
agencies to | 


Stephen 
other 


Spingarn 
administrative 


ard of ethics” 


A Democrat, Commissioner Spin- 
zgarn has little chance of being re- 
appointed when his term expires 
|next year. In the meantime, he 
|tells his colleagues, the time has 
jcome for the government agencies | 


tions which broadcasters are not 
permitted to perform. 
In so many words, the FCC is 


looking for a way to permit FM | 


| 


Federal Trade Commissioner | published one of its popular 
invited | | day 
join in his campaign for a “stand-| 
to govern the rela-| Plymouth creates the right holiday 
tionships between business and in- | atmosphere. And, like most of the 
dependent quasi-judicial agencies.| preceding ads, 


Advertising Age, December 22, 1952 


Plymouth Runs Its 
8th Christmas Ad 


PHILADELPHIA, Dec. 
mouth’s annual Christmas adver- 


the Locally-Edited Gravure Maga- 
zine Group, the Denver Post and 
Toledo Blade. 

The new ad carries on a tradi- 


16—Ply- tion which began in 1945 when 


Plymouth had no new car tc show 


tisement, which has become as tra-| but wanted to start up interest in 
ditional a part of the holiday scene} postwar models. 


as greeting cards, 


will be pub-| * 


lished in newspaper color supple- Webster-Chicago, Emerson 


ments on Dec. 21. 
This will be the eighth year in 


Radio & Phonograph Merge 


The directors of both companies 


suce »SSi j rhic , 
uccession in which Plymouth has | have recommended that Webster- 


.| 


a 


pages. Like its predecessors, 
the new ad features a family scene 
in which the arrival of a new 


it makes its point 
without showing a Plymouth car. 
Magazine artist Austin Briggs 
did the illustration for the new 
ad. N. W. Ayer & Son prepared and 
placed it. 
About 50 newspapers will carry 


siderably less flexible in its think-|to take a stand against the efforts! the four-color page. Included are 
lof outsiders to influence thei> de-| The American Weekly, New York 
|cisions through political pressure.| Mirror, Times and Herald Tribune, 

His immediate quarrel is with! the Metropolitan Group, Parade, 


ing than Congress is 
e . . 

The Truman administration is| 
sending in the : 
to stay in the game until the final 
whistle blows on Jan. 20 

Last week it installed a young 
and relatively inexperienced law- 
yer as Solicitor - General—t he 
spokesman for the government in 
Supreme Court arguments. The 
appointment was an out-and-out 
political payoff 


And there has been a complete} 


changing of the guard in the eco- 
nomic stabilization agencies. Mike 
DiSalle has replaced Roger L. Put- 
nam as stabilization boss, and Jo- 
seph H Freehill has been pro- 


ARE PROCESSED BY PATHE 


BEN PIVAR. Independent Film Library 


President says: 


Our very survival is 


often dependent upon lab service. 


Pathe has never 


When the 


let us down.” 


lab work can make or break 


a picture, don’t take chances. Specify 
Pathé because Pathe produces the 
highest-quality work with best service 


available anywhere. 


ome 
Both New York and Hollyw Have ¢ r La } $ 
75MM © 16MM © COLOR * BLACK VD WHIT! 
Pathe Laboratories, Inc. is a sudsidiary of Chesapeake Industries, Inc. 


| Trade. He says the association is- 
| sued a press release which was de- 
| signed to interest Congress in a/ 
| case which the FTC recently 
|opened against Eastman Kodak. 

“I firmly believe that ethics in 
|government is a two-way street,” 
|he declares. “On one hand there 
|is the perennial need for public of- 
ficials with ability and integrity 
who are able and willing to resist 
improper and unethical pressure, 
and on the other hand, there is the 
equally important and continuing 
need for a recognition on the part 
of business men (as well as all our 
lother citizens) that efforts to 
}bring improper and unethical 
pressures on government officials 
jrepresent a contempt for demo- 
cratic government and democratic | 
processes which, carried far! 
fenough, could only end 


| ” 
| destruction 


| Fairmont Foods Names Allen 
& Reynolds; Boosts ‘53 Budget 
Fairmont Foods Co., Omaha 
| processor and marketer of poultry, 
frozen products and dairy products, 
has appointed Allen & Reynolds, 
Omaha, to handle all its advertis- 
ing, effective Jan. 1. Last week 
Buchanan-Thomas Advertising Co., 
Omaha, resigned as the agency 
after servicing the account for 
more than 20 vears (AA, Dec. 15). 
Allen & Reynolds has been hand- 
ling advertising for feed and 
hatchery and for the division of 
sales of frozen foods to institutions. 


scrubs in an effort}the Bureau of Education on Fair | 


in their | 


Doyle Dane Bernbach Inc., New 
York, will continue advertising 
there for the New York market.’ 


The advertising idget for 1953 


for newspapers, radio and televi- 
sion has been increased to meet 
the expanding activities of the 
company. 


Cutter Cravat Names Agency 

Cutter Cravat Inc., Chicago 
manufacturer of men’s neckwear 
and mufflers, has appointed Edw. 
A. Grossfeld & Staff, Chicago, to 
handle its advertising. Previously 
E. H. Brown Advertising, Chicago, 
handled the account. 


| Chicago 
| vision 


SS 


holi- | capital stock. 


| manent 


Chicago Corp. and Emerson Radio 
& Phonograph Corp., New York, 


4—| merge. The surviving corporation 


will be Emerson Radio. Webster- 
will operate as a di- 
with its present per- 
augmented to some ex- 
that of Emerson. The 


sonnel, 
tent by 


=| merger will not affect the customer 
1 
i 


relationship of Webster-Chicago 
|} and no immediate changes are con- 
templated in regard to agencies or 
j}trademarks. Grey Advertising 


+| Agency handles the Emerson ac- 


count and Fuller & Smith & Ross, 
Chicago, is the Webster-Chicago 
agency. 

Contingent on stockholder ap- 
proval, the merger will be effected 
witn an issue of 337,500 shares of 
Emerson capital stock for 450,000 
Webster-Chicago shares now out- 
standing, a ratio of 34 of a share 
of Emerson for one share of Web- 
ster-Chicago. These shares will be 
in addition to Emerson’s present 
| 1,935,187 outstanding shares of 


Liquor Industry Seeks 
Magazine ‘Yardstick’ 

Advertising managers from most 
of the wine and spirits industry, 
together with research chiefs of 
their respective advertising agen- 
cies, have named two committees 
to help develop a common yard- 
stick for magazine research. 

Kap Seidel of Schenley Dis- 
tributors is chairman of the per- 
committee of distillery 
advertising managers. Paul Math- 
ias of Batten, Barton, Durstine & 
Osborn is chairman of a special 
research committee. 


National Nielsen-Ratings of Top TV Shows 
Two Weeks Ending Nov. 8, 1952 
All figures copyright by A. C. Nielsen Co. 


Total ae Reached 


Rank (000 
1 I Love Lucy (Phily , CBS) ..12.576 
2 Texaco Star Theater (NBC) ...... 9.740 
3 Colgate Comedy Hour (NBC) 9,502 
4 Buck Circus Hour (CBS) 9,280 | 
5 Godfrey & __ (Liggett | 
& Myers, 050 
6 You _ Your Lite (DeSoto- Plymouth. 5 
433 
7 All Star Revue (Several sponsors, 
NBC) al ; 8.259 
8 Philco TV Playhouse (NBC) 8,130 
9 Goodyear TV Playhouse (NBC) 4 


Godfrey & Friends (Toni Co., CBS) 


544 
Per cent of homes reached in area whe re program was telecast. 


Program Popularity* Homes 
Rank rogram (%) 
1 I Love Lucy (Philip Morris, CBS) ....67.7 


2 Buick Circus Hour (CBS) 

3 coerer’ s Talent Scouts (Lever- aie 

4 Texaco Star Theater -_ paieees 

5S Colgate Comedy Hour (NBC) : 

6 Godfrey & Friends ‘Liggett & Myers, 
OE. Dscuabnekehaaiees 

7 

8 


) one 
Dragnet (Liggett & Myers, NBC) i 
Gangbusters (Liggett & Myers, NBC) 

9 Philco TV Playhouse (NBC) 
10 You Bet Your Life (DeSoto-Plymouth, 


£ FSSS AKL Bs 
0 SNEBO RRO oO 


National Nielsen-Ratings of Top Radio Shows 
Week of Oct. 19-25, 1952 


All figures copyright by A. C. Nielsen Co. 


Current 


Current Rating 
me: H 


Homes omes 

Rank Program (000) (%) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (2,324) (5.3) 
1 Jack Benny (American Tobacco, CBS) 5,920 13.5 

2 Charlie McCarthy (Hudnut, eas) a 4,911 11.2 

3 Amos ‘n’ Andy (Rexall, CBS) . _ 4,911 11.2 

4 Lux Radio Theater (Lever Bros. CBS) 4,867 111 

5 Our Miss Brooks (Colgate, CBS) ..... 4,429 10.1 

6 Great Gildersleeve (Kraft, NBC) 4,122 9.4 

7 You Bet Your Life (DeSoto-Plymouth, NBC) 4.078 9.3 

8 Railroad Hour (Assn. of Am. Railroads, NBC) 3,771 8.6 

9 Fibber McGee & Molly (Reynolds Metals, NBC) . 3,683 8.4 
10 People Are Funny (Mars, CBS) ............... 3,596 8.2 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,491) (3.4) 
1 News of the World (Miles Labs, NBC) ooccmre 6.1 

2 One Man's Family (Miles Labs, NBC) 2,587 5.9 

3 Club 15 (Campbell Soup, CBS) 2,368 5.4 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,798) (4.1) 
1 Ma Perkins (P&G, CBS) ...... 3,376 7.7 

2 Guiding Light (P&G, CBS) 3,333 7.6 

3 Our Gal Sunday (Whitehall, CBS) ... - 3,157 7.2 

4 Romance of Helen Trent (Whitehall, CBS) oo 7.1 

5 Big Sister (P&G, CBS) ......... - -2,.982 6.8 

6 Aunt Jenny (Lever Bros., CBS) + 2,894 6.6 

7 Right to Happiness (P&G, NBC) - 2,894 6.6 

8 Perry Mason (P&G, CBS) ...... . 2,806 6.4 

9 Young Dr. Malone (P&G, CBS . -2,806 6.4 
10 This is Nora Drake (Toni Co., ‘cBs) . -2,806 6.4 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) ( 965) (2.2) 
1 New York Symphony (Willys-Overland, CBS) socceee 42 

2 True Detective Mysteries (Williamson Candy, MBS) Tee 4.0 

3 Symphonette (Longines-Wittnauer, CBS) -1,622 3.7 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,140) (2.6) 
1 Stars Over Hollywood (Carnation, CBS) ................eeeeu 2,236 5.1 

2 Fun for All (Toni Co., CBS) ........ 48 

3 Theater of Today (Armstrong, CBS) 47 
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Advertising Age, December 22, 


1952 


Along the Media Path 


e Harper-Atlantic Sales Inc. re- 
ports that for the first five months 
of its operation (July to Decem- 
ber), combined ad revenue of 
Harper's and The Atlantic is up 
30% over the same months of 1951. 
For the entire year, revenue is up 
25%. 

Look reports an all-time circu- 
lation high of 3,284,065 for the 
first nine months of 1952. This is 
a gain of 1.4% : 


e Prominent Negro leaders met 
at the NBC studios in Chicago re- 
cently for a public relations forum 
on the network’s program of “in- 
tegration without identification.” 
The meeting was in the nature of 
a report on NBC’s use of Negro 
performers in leading programs. 
Edward D. Madden, NBC v,.p., 
told the group that in the past two 
years the total number of Negro 
appearances on NBC facilities 
came to 326 for radio and 635 for 
television. 


e The Tribune, Johnstown, Pa., 
recently celebrated its 100th an-| 
niversary. 


e Industrial expansion in Ken-| 
tucky has been proceeding at such 
breakneck speed that the Louis- 
ville Courier-Journal and Louis- 
ville Times have now issued a re-| 
vised edition of a study just pub- 
lished last May. 

Titled “The Impact of Indus- 
trial Expansion on Louisville and 
Kentuckiana,” the study gives an 
over-all picture of major new in- 
dustrial plants and expansions in 
the state. The latest development 
was the decision of 15 utilities to 
form the Ohio Valley Electric 
Corp. to service the new atomic 
energy plant at Waverly, O. Two 
giant steam _ electric-generating 
stations, costing $400,000,000, are 
going to be built at Madison, Ind. 
(30 miles from Louisville), and 
Gallipolis, O. The following fig- 


Border... 
AROUND YOUR ADS 


often covers up the flaws of poor 

typesetting . .. also eats up lots 

Prone MOnawk Of valuable linage. See samples 
4-6134 we'll gladly mail you—if asked. 


sar ewan Sersmrionse rseerrees 


ures show the industrial trend in 
Kentucky during the past three 
years: 


1949 20 new plants ......$ 7,634,000 
10 expansions ........ 32,305,000 
1950 20 new plants ........ $ 19,941,000 
19 expansions ........ 48,523,000 


1951-52 57 new plants 
44 expansions 


hagneese $1,625,480,540 
411,923,000 


e WHUM-TV, Reading, Pa., UHF 
‘station, will begin  telecasting 
about the first of the year and ex- 
pects to be reaching at least 100,- 
000 sets. The initial basic rate will 
be $300 an hour and advertisers 
will get six months protection. 
Humboldt J. Greig, station presi- 
dent, predicts a total of 300,000 


up with the audience increase. The 
station will be a CBS affiliate. 


e WGY, General Electric station 
in Schenectady, has published a 
36-page booklet called “Three 
Minutes with God,” which con- 
tains three-minute sermons broad- 
cast by the station during the past 
two years. Clergymen from nine 
different faiths are represented. 


e CKILW, Windsor, Ont., reports 
dollar volume this year will be the 
highest in its history. Sales are 
currently running 17% _ higher 
than last year. 


e Presbyterian Life reports that 
circulation of its Dec. 27 issue is 
in excess of 618,000, ad revenue 
for 1952 is more than double that 
of 1951, and space sold in the last 
quarter of 1952 is up 77.5% over 
the last quarter of 1951. The mag- 
azine is also showing advertisers 
the results of a recent subscriber 
study. This survey showed that, 
compared to the average Ameri- 
can, the Presbyterian Life sub- 
scriber is (1) wealthier—39% have 
family incomes of $5,000 a year or 
more—and (2) better educated— 
83% are high school graduates. 


e Time is out with a breakdown 
of its 1952 circulation—by states, 
cities, counties, regions and stand- 
ard metropolitan areas. Total cir- 
culation is given as 1,700,065. The 
three leading circulation states are 
California (197,595), New York 


FAMILY GROWTH in the Buffalo Metropolitan area 
is 24% in ten years. Employment growth is 30%. Your 
sales in this growing market will grow too, when you 
use the Courier-Express to tell your story to the families 
with the most money to spend. 


NOW FULL ROP COLOR 
Full ROP color daily and 
e your mes 


_ ; —to giv 5 
Sunday mpact im 


sage still greater } 
this powerful paper. 


BUFFALO 
COURIER-EXPRESS 


Western New York's Only Morning 

and Sunday Newspaper 
REPRESENTATIVES: 

SCOLARO, MEEKER & SCOTT 


| (186,230) and Pennsylvania (109,- 
023). 


e To give dealers ideas for dis- 
| plays, Building Supply News has 
produced a sound slide film called 
“How to Display for Profit.” The 
film runs 30 minutes and has more 
than 100 examples of outstanding 
| displays. 


e American Magazine has inau- 
gurated a national travel index as 
a regular monthly feature. The in- 
dex will report the number of 
travel days per 100 families each 
month. Data will be obtained by | 
personal interviews. The depart- 
ment will also measure the num-| 
ber of passenger miles on rail-| 
roads, airlines and buses, motor 
fuel consumption and hotel room | 
| occupancy. 

|e Latest promotion piece by The | 
|New Yorker explains that one of 


in America” is _ its 
among leading newspaper column- 
ists and reporters. The piece lists 
197 members of the Washington | 
Press Galleries who are subscrib- | 
ers to the magazine. 


e@ NBC has produced a 22-minute, 
sound film promoting its early | 
morning TV show, “Today.” Using | 
the “Today” format, the presenta- 
tion stars Dave Garroway, who 
| tells advertisers: “You don’t need 
to be a millionaire to afford net- 
work television.” Dulcet Dave goes 
}on to point out that a five-minute 
| segment of “Today” gets a show- 
jing in 36 cities at a cost of $2,- 
642. For $100,000, you can get 39 
segments. The film hits hard on 
| cost-per-1,000 comparisons with 
'newspapers and magazines. 


|e The Detroit Times will publish 
its annual business review and 
forecast in its Jan. 25 issue. 


e Striking back at magazines 
which make a fetish of counting 
women only, Redbook has put out 
a promotion brochure stressing the | 
growth in the number of male 
shoppers. To make its point, Red- 
book reprints an article by syndi- 
cated columnist Sylvia Porter. A 
circulation breakdown shows Red- 
book’s relatively high male read- 
ership. 


@ Newsweek has begun a cam- 
paign to sell magazine dealers on 
the use of tie-in promotions fea- 
turing Newsweek-advertised prod- 
ucts. The initial ad, headlined 
“T’ll take this Eversharp pen and 
a copy of Newsweek, too,” appears 
in the December issue of the 
American News Co. Trade Journal. 
Other Newsweek advertisers to be 
featured in the series are Lucky 
Strike, Camel and Chesterfield 
cigarets; Esterbrook and Sheaf- 
fer pens; Coca-Cola; Ansco cam- 
eras and Eastman Kodak. 


| 


e Chicago Stagebill, theater pro- 
| gram publication, has announced | 
| an increase in its circulation guar- 
|antee from 2,000,000 annually to 
| 3,000,000—with no boost in rates. 


| @ Deluxe is the word for the new 
|home office building of Putman 
Publishing Co. at 111 E. Delaware 
Pl. in Chicago. Putman is giving) 
admen a vicarious tour of the 
| building in a four-color 32-page 
photographic booklet. The booklet | 
also serves as an invitation to come 
over and see the building’s 21 
woodburning fireplaces and un- 
supported cirgular staircase. 


e@ WDRC, Hartford, one of the na- 
tion’s oldest radio stations, cele-| 
brated its 30th anniversary the 


week of Dec. 7. 


e KBTV, Denver, has bought a 
half-block long building at 1089 
Bannock St. to house its new 
studios. 


DUET—Jules Montenier Inc. is introducing 
its new 60¢ Finesse flowing cream sham- 
poo with a combination offer. For $1, buy- 
ers will get the regular 60¢ Stopette spray 
deodorant with the shampoo. Earle Ludgin 
& Co., Chicago, is the agency. The offer 
will be plugged on television, radio and in 
the First 3 Markets Group, Life, Parade, 
The American Weekly, The Saturday Eve- 


49 


To Russell T. Kelley Ltd. 
Bowes “Seal Fast” Co., Hamil- 
ton, Ont., has appointed Russell 
T. Kelley Ltd., Hamilton, to di- 
rect its advertising. Automotive 
trade publications and consumer 
magazines will be used to pro- 
mote Seal Fast radiator chemi- 
cals, the Lectroseal tire repair 
unit, auto polishes and repair kits. 


Happiness Tours to Biddle 
Happiness Tours, Chicago pro- 
moter of packaged tours, has 
named Biddle Co., Chicago and 
Bloomington, IIl., to handle its ad- 
vertising. In addition, Biddle will 
handle a new division, Journeys 
International, which will be con- 
cerned with European tours and 


|travel exclusively. 


Johnstown Adclub Elects 

Don C. Nokes, secretary and 
general manager of Johnstown 
Poster Advertising Co., has been 
elected president of the Johnstown, 
Pa., Advertising Club. Other offi- 
cers elected are Carl M. Gillespie, 
lst v.p.; Martin Goldhaber, 2nd 
v.p.; Earl Snyder, secretary, and 
L. J. Paxson, treasurer. 


ning Post and This Week Mag 


e As “a contribution to the cause | 
of good copy in advertising,” Prac- 
tical Builder has made a booklet 
out of the “blue book” campaign it 
has been running in business pa- 
pers for the past two years. A 
foreword by Publisher Harold Ro- 
senberg tells about the origin of 
the campaign and the rest of 
the booklet consists of reprints of 
the pungent, headlineless ads. 


e@ Magazine claim-and-boast de- 
partment: 

The January Radio-Electronics 
will carry more advertising than 
any other issue in the magazine’s 
24-year history. Aviation Age 
carried 1,237 ad pages in 1952, 
compared to 773 in 1951. The De- 
cember Resale, a Hitchcock pub- 
lication, carries what is believed 
to be the largest industrial paper 
ad of 1952—a 48-page ad from 
Harvey Goldman & Co., Detroit. 
The ad describes metalworking 
machinery available from the 
Goldman company. 


Kleenex Enters TV, Radio 


International Cellucotton Prod- 
ucts Co., Chicago, will do its first 
television and radio advertising in 
1953. It will sponsor a segment of 
the Dave Garroway “Today” 
morning show on NBC-TV, Mon- 
day-Friday, starting Jan. 5. The 
nighttime audience will be reached 
over radio through sponsorship of 
John Cameron Swayze's newscasts, 


Monday-Friday, 10:30 p.m., EST, |- 


over 193 NBC stations. The com- 
pany will continue to use maga- 
zines, newspapers, newspaper sec- | 
tions, comic weeklies and outdoor | 
posters. Foote, Cone & Belding, | 
Chicago, is the agency. | 


Kerker-Peterson Names 4 
Kerker-Peterson & Associates, | 
Minneapolis, has promoted Donald | 
L. Lied from head of the produc- 
tion and finished art department 
to general manager of internal op- 
erations. Paul E. LeMay has been 
advanced to succeed him. William 
Page, formerly with E.T. Holmgren 
Inc., St. Paul agency, has been 
named a layout artist. Richard 
Hagford, previously with Gamble- 
Skogmo, Minneapolis agency, was 
appointed production artist. 


Westinghouse Promotes Two 


Willard H. Hauser, chief engi- 
neer, has been promoted to assist- 


|}ant manager of WBZ and WBZ-TV, 
| Boston, and Robert Duffield, man- 


ager of KDKA, Pittsburgh, has 
been advanced to television film 
and traffic manager of WBZ-TV. 
Both the WBZ stations and KDKA 
are Westinghouse stations. 


Promotes David Feinberg 
David E. Feinberg has been pro- 
moted to general manager of U.S.) 
Air Conditioning Corp., Minne- 
apolis. He succeeds his father, the 
late A. A. Feinberg. The youn-| 
ger Feinberg has been sales mana-| 


iger of the refrigeration division. | 


f occasionally you find 
yourself guilty of veer 
terms of the "overall-picture, 
the data betow is an excelle 
refresher course. 


ade ee 


3 
One of the most inters 
esting findings year after year 
in the Consolidated Consumeft 
Analysis (17 markets will be 
represented in the 1953 Study} 
is the never-failing occurenc 
of wide variations in primary 
demand for even the most come 
mon of products, Look at thes¢ 
extremes in usage from the 
1952 Consolidated Consumer 
Analysis. 


PRODUCT % USAGE 
Hich low 
p. Cake Flour 73 Duluth 43 Portland, Me. 
argarine &2 San Jove 59 St. Paul 
Butter 95 St. Pa 51 Salt Lake 
Dog Owners 47 Fresno 19 Milwaukee 


Fr. Orange Juice 68 Washington 74 Spokane 
Chili Con Carne 50 St. Paul 4 Portland, Me 


Nail Polish 62 Salt Lake 1% Milwaukee 
ine 47 St. Paul 9 Spokane 
Girdles 80 Spokane 52 Salt Lake 
Home Owners 75 St. Paul 44 Washineton 
Fr. Vegetables 7% Washington %7 Duluth 
Baked Beans 86 St. Paul 54 Modesto 


Here in St. Paul we are 
getting underway on our 
seventh annual Consumer An- 
alysis. Looking back, it is hard 
to see how we ever did with- 
out it. It has given us a re- 
markable insight on St. Paul 
people, their buying habits, 
needs and preferences. Why 
not write us now so you'll be 
sure to get a copy of our 1953 
Study. 


Ht-Pant Dispatel 
Pioucer Press 


RIDDER * JOHNS, INC. — REPRESENTATIVES 
NEW YORK * CHICAGO + DETROIT 
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UP.. UP. : UP. .. goes McCall’s circulation ... not for 
just a month or a quarter or even a 6-month period... 


but spectacularly, continuously since 1950. 


McCall’s third quarter circulation, 1952, is the biggest 
third quarter in McCall’s history. 


This steady growth reflects the kind of service 
McCall’s gives its readers and 
their families. 


McCall’s is now the third largest 
of all magazines. 
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